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FOR INDUSTRY MEN LAST WEEK, THE BIG QUESTION WAS... 


How Are You Calling 1961? 


IN WHITE GOODS: Manufacturers were playing their cards close 
to the vest, determined not to suffer another profit sag. Dealers, 
many of whom were still trying to close out 1960 goods, were worried 


about price breaks early in the year 


Production lines across the country were roll- 
ing last week, but they weren’t rolling as fast 
or turning out as much as they had been a 
year ago. 

If white goods manufacturers had a slogan, 
it was the old saw, “Once burned, twice shy.” 

Their economists and research people were 
predicting 1961 would get off to a sluggish 
start—with no noticeable upturn likely until 
the second half—and they were gearing their 
production to match that prediction. 


Summing up the white goods scene was Whirl- 
pool General Sales Manager Harper Dowell, 
who said, “Judging from some past examples, 
the appliance industry has been more willing 
to say it has learned its lesson from past mis- 
takes, than it has been effective in proving it. 

“However, after the profit bath which manu- 


Electronic Industries Assn. members spent 
the three-day winter conference in San Fran- 
cisco last week talking in the future tense. 


The future, taken as a whole, looked promising 
to industry members, but there were definite 
trouble spots ahead. 


The bright side of the total picture, according 
to L. Berkley Davis, vice president, General 
Electric components division, would be antici- 
pated electronic industry gain—a 6% increase 
in total volume next year with consumer elec- 
tronics producing a 5% gain. Hot product areas? 
Radio, stereo and auto radio. 


By 1970, the electronics industry will be a $20 
billion business, Davis predicted. 


The home electronics potential is tremendous, 
according to Davis. The great possibilities: 
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facturers have taken in the past Seven months, 
it’s a pretty sure bet that thet@ will be no 
repetition of the general overproduction and 
price weakness which characterized 1960.” 

A Philco executive admitted, “We’re planning 
production to keep in step with incoming orders. 
We’re maintaining as small an amount of in- 
ventory as possible.” 

And from Easy’s Parker Erickson, ‘“We’re 
watching it awfully close. For one thing, our 
pipeline is shorter. We’ve taken a couple of 
weeks out of it. And we geared our forecast 
closer to sales in the field.” 

That was the pattern, manufacturers were 
filling orders, but they weren’t rushing to build 
inventory. “We’ve got a substantial inventory 
over the sai.e time a year ago,” one executive 
snapped. “It’s not a good time to go charging 
into a lot-of production.” 


e Electronic cooking, which will come down in 
price to the level of other cooking equipment. 
e Electronic controls for the home, particularly 
in safety controls as well as pushbutton 
handling of cooking, refrigeration, defrosting. 

There’s nothing revolutionary ahead for tele- 
vision in the near future, Davis said, although 
color will be the next “development” when its 
costs come close to black-and-white. 


Unit sales of TV will increase by 33% in the 
next five to six years, moving from 6.0 million 
sets to 8.0 million. 


The most rugged problem, and possibly an in- 
creasingly serious one, will still be Japan. All 
sections of EIA, not just the consumer group, 
are studying the import problem. 

Out of this will emerge, according to Davis, 
a “concerted program” by EIA to combat the 
Japanese import problem. 


Dealers were still worried about price breaks. 
Some thought they’d come in January; others 
put them down for early spring. But most be- 
lieved they would come. 

Gene Donovan of Bailey-Wagner, Spring- 
field, Mass., thought the break would come in 
late January and last through the spring. Wash- 
ington, D. C.’s Bob Dowd also saw a January 
price break “worse than the ones last year.” 

“Manufacturers spoiled the public” a mid- 
western dealer explained. “Now everyone ex- 
pects price cuts. I think they’ll come in April.” 

A big eastern dealer blamed it on his fellows. 
“Dealers buy on emotion instead of reason. 
They get a good week and they go out and 
overbuy.” His somber prediction: “There will 
be more overbuying and more price cutting in 
1961 than there was in 1960.” 


Manufacturers disagreed with dealers. And they 
disagreed sharply. Norge’s Judson Sayre says 
no alternative but a price increase in 1961. 

“Prices reached a new low in the second 
quarter of 1960 and then they deteriorated 
from there. It became nothing short of ridicu- 
lous,” Sayre said. 


For more predictions about 
1961, please turn to page & 


For now, he predicts major Japanese efforts in 
three fields: 1) tube radios (EM Week, Aug 8); 
2) television (EM Week, July 4); 3) tape re- 
corders (EM Week, Nov. 2). 

Davis also expects the Japanese to make big 
strides in shipments of electronic measuring 
equipment. 

If this wasn’t enough to keep the pot going 
at a rolling boil, Davis lambasted Japan’s self- 
imposed quota system on transistor radios. 

The Japanese are getting around the quota, 
Davis said, by transhipping via Brazil and by 
shipping kits. 

“Japan has given the electronics industry a 
hard time,” Davis summed up. “Their electronic 
business in this country for 1960 will be about 
$55 million.” 

The five-year production plan for the Japa- 
nese electronic industries (1960-1964) calls for 
a cumulative increase of 63%, according to 
Japan’s Ministry of International Trade and 
Industry (EM Week, Nov. 7). 


Today in the United States, the electronics in- 
dustry is a $10 billion business with approxi- 
mately 4,000 manufacturers—but the 356 who 
are EIA members do about 80% of the total 
dollar volume. 


For more news from EIA’s 
winter meeting, see page 2 
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Fair Trade 
Although courts in 20 states 
have held Fair Trade laws un- 
constitutional, Virginia’s new 


statute was approved on the 
state level 


Virginia’s Fair Trade law was 
upheld by the _ state’s Supreme 
Court last week, while in federal 
court in Baltimore a suit was filed 
taking another tack in an effort 
to strike down Maryland’s Fair 
Trade legislation. 

Both actions were important to 
the metropolitan Washington area, 
which has a thorny Fair Trade 
problem. The District of Columbia 
has no minimum price law. Mer- 
chants in the suburban Virginia and 
Maryland areas complain restric- 
tions on discount operations in their 
states make it difficult for them to 
compete with numerous discount 
houses within the District. 


The Virginia decision upholds a 
Fair Trade law which was passed 
in 1958 after the State Appeals 
Court two years earlier declared a 
1936 Fair Trade statute was in con- 
flict with Virginia anti-monopoly 
laws. 

The suit was brought by Stand- 
ard Drug Co., Inc., against General 
Electric Co. It revolved around 
G-E’s Fair Trade price for fiash 
bulbs which Standard undercut by 
a couple of cents a bulb. Under the 
state’s statute, a price list accom- 
panying a product or a price marked 
on the product sets the minimum 
retail price. Standard Drug asserted 
that mere acceptance of the bulbs 
and the list price did not obligate 
a retailer to follow _ prescribed 
prices since the transaction did not 
establish a legal contract. The Vir- 
ginia Supreme Court disagreed. 


In the Baltimore suit, Dart Drug 
Corp. charged that a Silver Spring, 
Md., pharmacy and the Prince 
Georges-Montgomery Pharmaceu- 
tical Assn., Inc., conspired to main- 
tain retail prices in violation of the 
antitrust laws. Dart seeks $150,000 
in treble damages, claiming it has 
lost $50,000 in trade and legal costs. 

Basis of the Dart suit is the argu- 
ment that maintenance of prices 
under Fair Trade laws represents 
a conspiracy to fix prices in viola- 
tion of the Sherman and Clayton 
Antitrust Laws. The drug chain al- 
leges that even though Fair Trade 
laws have been held to be constitu- 
tional, there “might be a different 
situation” when a group of people 
agree to uphold them. 


New Sony Transistor Radio 
Can Turn Itself On Or Off 


It’s a pocket-sized, six-transistor 
clock radio with a tiny timing mech- 
anism. Though the radio operates 
off batteries, you have to wind the 
clock. 


How does it work? Simply set the 
mechanism, and it turns the radio 
off or on at a predetermined time. 


When will the U. S. get it? “It 
won’t be until sometime next year,” 
Sony says. Right now, production 
lines are running to meet Japanese 
demands. Japanese retail price: 
$28.60. 
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Sylvania Packaging Scores In Competition 


FORREST W. PRICE, vice president of Sylvania’s marketing subsidiary, holds 
silver award and transistor portable which won it in the 1960 “Variety Store 
Merchandiser” annual packaging contest. Presentation was in New York. 





New Private Brand... 


. . . at Goldblatt’s. The Chi- 
cago department store giant 
last week revived its old pri- 
vate Vision Master TV label 


Goldblatt’s picked a 19-inch, 
slimline portable priced at $129 to 
revive the label it dropped two 
years ago. . 

The chain, with 21 outlets in and 
near the city, used full-page ads in 
local Sunday newspapers to an- 
nounce the bargain set. 


Goldblatt’s will push the 19-incher 
through Christmas at least. “If it 
moves well, then we’ll probably 
stick with it,” a company executive 
declared. 

Demand also will determine 
whether Goldblatt’s expands the 
Vision Master line to table models 
and consoles. 


The chain once marketed a family 
of private label pieces, including 


white goods and a full Vision Mas- 
ter TV line. It dropped Vision Mas- 
ter about two years ago and, until 
now, limited its private labeling to 
a Cookmaster range. 

The company also handles most 
lines of branded white and brown 
goods, including some lines which 
now will be competing with the 
Vision Master portable. “But we 
don’t think it will jeopardize our 
position with our other suppliers,” 
the spekesman said. 


Goldblatt’s backed away from pri- 
vate labeling because “dumping in 
appliances enabled us to make some 
judicious buys in brand name 
goods,” he went on to explain. 
And why is the store chain bring- 
ing private labels back? “We try to 
promote whatever we think our 
customers will want. We think they 
will want this TV set at this price.” 
Goldblatt’s won’t identify the 
manufacturer of Vision Master 
goods, but says it is a U. S. firm. 





FCC’s Lee Tells EIA If... 


The military services, he pointed 
out, twice have turned down FCC 
pleas for more VHF space “in no 
uncertain terms.” And so the FCC’s 
long-range 50-channel VHF plan is 
definitely out the window. 


the Federal Communications 
Commission has its way. Commis- 
sioner Robert E. Lee showed up at 
EIA’s San Francisco meeting last 
week to beat the drums for a 
shift to ultra-high-frequency bands 
within “four to five years.’’ About 
6% of some 60 million TV sets now 
in use can receive UHF signals. 


Manufacturers face the choice, Lee 
hinted strongly, of making the con- 
version voluntarily or facing Con- 
gressional action. 

“Twelve VHF channels are not 
acceptable for the future,” Lee said. 
“There must be a gradual transition 
to UHF to provide 50 channels in 
any area. 

“T have yet to find an FCC engi- 
neer who does not believe that the 
only answer to the problems of get- 
ting new TV channels is a gradual 
shift to UHF.” 


The 12 very-high-frequency 
channels now being used could be 
assigned to industry and _ public 
agencies. 


If manufacturers don’t comply, Lee 
said there is a “good chance” Con- 
gress will pass an FCC-sponsored 
law which would, in effect, require 
producers to build sets capable of 
receiving UHF and VHF signals. 
EIA’s consumer products commit- 
tee, headed by Edward R. Taylor, 
Motorola executive vice president, 
discussed problems resulting from 
the switch, but spent most of its 
time considering a public relations 
program for consumer electronics. 





‘W oodwinking’: 
New Sales Sin? 


A congressman coined the 
word to describe substituting 
inferior woods for fine hard- 
woods. Last week legislation 
was readied for Congress 


Selling substitutes under fine 
wood names has got to stop, the 
Fine Hardwoods Assn. says. It’s 
backing its belief with a hardwoods 
labeling bill. 


Brown goods cabinetry is a target 
of the campaign and the bill, which 
already has been through the Con- 
gressional mill once. In the 86th 
Congress, Hr-9310 and S-1787 ran 
into election year and rump session 
problems and didn’t get out of com- 
mittees. ‘“‘This year, we have a 50- 
50 chance,” says E. Howard Gate- 
wood of the Fine Hardwoods Assn. 

“Being for our bill is like being 
against sin,’ he chuckles, ‘all we 
want is to provide the public with 
the kind of protection they get with 
furs and fabrics.’’ Core of the bill is 
a requirement that all products 
which use genuine or simulated fine 
hardwoods decoratively be labeled. 
And that those which use any of the 
photographic or printed surfaces be 
labeled “simulated.” 


But the bill has enemies. Biggest is 
the vocal National Retail Furniture 
Assn. NRFA calls the bill “special 
interest legislation,” and warns it 
would “inhibit the use of new ma- 
terials having wood products design 
surface finishes.” 

Next step for NRFA is to mold 
an alliance of trade associations 
likely to oppose the bill. This alli- 
ance, NRFA hints, might include 
furniture makers, lumber dealers, 
hardboard and plastics manufac- 
turers, kitchen cabinet producers 
and makers of radio and TV cabi- 
nets. 


In pushing for the bill, the Fine 
Hardwoods Assn. has gone far to set 
legal precedents. For example, it 
bought a hardboard-cabineted TV 
set from a retailer, had him specify 
on the bill of sale that the cabinet 
was “walnut,” paid for shipping 
across a state line and then com- 
plained. 

Gatewood fired these opening 
guns during a meeting of the -Chi- 
cago Electrical Women’s Round 
Table, which served as the first fo- 
rum to hear the new term “wood- 
winking.” 





Dormeyer Name Won't Die, 


But Webcor Will Own It 


Webcor has acquired all Dormey- 
er Corp. capital stock in exchange 
for about $3.6 million worth of its 
own stock. 


There will be no immediate changes 
in either the Dormeyer product line 
or its sales and marketing organ- 
izations, a Webcor spokesman said 
last week. And the Dormeyer name 
will stay. 

But the two Chicago-based com- 
panies will begin sharing some pro- 
duction facilities, the spokesman 
continued, explaining that coordi- 
nation of facilities was the key rea- 
son behind Webcor’s acquisition. 
Two other reasons: Diversification 
and expansion. 
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Are You 


Legal wheels were spinning last 
week, moving toward an answer for 
all retailers. 


Why is it important to know? If 
FTC and the courts decide that you 
—because of certain business prac- 
tices—are in interstate commerce, 
you will be subject to federal trade 
regulatory laws. 


FTC has ruled, in the S. Klein 
ease, that local retailers who 
advertise in newspapers with 
interstate circulation are en- 
gaged in interstate commerce 


The ruling came when the com- 
mission turned down an S. Klein 
appeal that FTC did not have juris- 
diction to issue a complaint against 
the New York department store for 
deceptive advertising. Though the 


Under The FTC's Thumb? 


ruling is not final, here’s what it 
means: 

Up to the time of the Klein case, 
obviously a test case for FTC, the 
commission had issued complaints 
only where its jurisdiction was 
clearly outlined by the courts. For 
instance, courts have long held that 
shipment or delivery of goods to 
out-of-state customers has consti- 
tuted interstate commerce, and that 
retailers who shipped across state 
lines were fair game for FTC. 

If the Klein ruling holds, though, 
FTC jurisdiction would take in any 
dealer who advertised in interstate 
newspapers. Does that mean FTC 
would go after even the smallest 
cases of false and deceptive adver- 
tising? ‘‘No,” flatly stated John 
Heim, director of FTC’s bureau of 
consultation. “Only where the ad- 
vertising would accomplish a sub- 
stantial deception on consumers.” 


S. Klein lawyers will almost 
certainly appeal FTC’s ruling, 
in an effort to get the courts to 
hold that the commission is 
overstepping its jurisdiction 


The process will be a lengthy 
one. As things stand now, FTC has 
not made a decision on its com- 
plaint against S. Klein for deceptive 
advertising. It has only ruled on the 
jurisdictional issue. So, S. Klein 
lawyers can move in four possible 
directions: 

(1) Apply for a rehearing on the 
appeal. But it’s not likely that 
they’d get either the hearing or a 
reversal of the commission’s ruling. 

(2) Move into an appellate court 
and ask the court to order the com- 
mission from exercising jurisdiction 
on the grounds that it is exceeding 
its authority. 








Konosuke Matsushita plans to go 
slowly. But before the boss of the 
National brand radio-TV-electron- 
ics empire is finished exploring all 


avenues, Matsushita may hit the 
U.S. market in some force with: 

e Refrigerators, other white goods 
e@e Components 

e Stereo equipment 

e High-end transistor radios 

e Private brand goods 


“We have just begun to know what 
the American public wants in the 
way of products,” Matsushita told 
McGraw-Hill World News in To- 
kyo. “We do not have a fixed 
amount of our production that we 
want to market in the U.S. But we 
do want to have a stable outlet 
there rather than a highly fluctuat- 
ing sales record.” 


Within the next few months, he 
said, Matsushita will leave the five-, 
six- and _ seven-transistor radio 
market in the U.S. and aim at 
boosting sales of its transistorized 
FM radios with nine, 10 and 11 
transistors. These higher’ grade 
radios are already being exported to 
the U.S., according to Matsushita, 
and should retail for $70 or $80. 


Currently, Matsushita plans to con- 
tinue his private brand agreement 
with Bulova in which Bulova mar- 
kets a six-transistor radio under its 
own name. Other private brand 
deals may be in the works. Mat- 
sushita made a point of saying that 
he hopes to work closely with 
American manufacturers for mu- 
tual benefit. 


Right now, Matsushita is exporting 
some components to the United 
refused details—and a 
American companies 


States—he 
number of 
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have approached him for the pur- 
chase of more. But Matsushita has 
no definite plans on how to handle 
the problem. 


The future chances of selling the 
standard small Japanese refrigera- 
tor (three or four cubic feet) in the 
U.S. is being checked out right 
now, according to Matsushita. But 
he has not made a decision—yet— 
on this or any other white goods 
appliances for the U. S. market. 


Another upcoming project: Stereo 
for the U.S. market. The company 
is currently studying marketing 
plans for the U.S., but Matsushita 
hasn’t made a decision. 

He did deny that National 
planned to move into, higher quality 
exports for the U.S. and leave 
cheaper goods for Japan Victor, 
which he controls but permits to 
continue as an independent opera- 
tion. Japan Victor sells in the U.S. 
through Delmonico International, 
but the U.S. importers will not ab- 
sorb a big portion of Japan Vic- 
tor’s products, Matsushita said. 


How the future adds up: Matsu- 
shita hopes to increase overall sales 
by 20% in the future—a growth 
rate that would be slower than the 
company’s record for the past dec- 
ade. But the American market will 
provide an “insignificant” amount 
of this total of new sales, Matsu- 
shita said. 

At 65, Matsushita is a man who 
usually gets what he goes after. In 
a society that still puts a heavy ac- 
cent on birth distinctions he stands 
out as a self-made man who started 
his first company in 1918 with a 
capital of $25. Today he earns Ja- 
pan's largest personal income (1957 
equivalent: $1,113,000). 








Washington Thinks Exports 


(3) Go into federal district court 
and ask the court to enjoin the 
commission from carrying out the 
complaint proceedings on the same 
grounds. 

(4) Go on with the complaint 
proceedings, forgetting about the 
jurisdictional issue, and ask the 
commission to try the charges on 
the merits of the case. 

Whichever of these complicated 
paths S. Klein decides to’ take, the 
jurisdictional issue will most likely 
end up in the courts. Why? Even if 
S. Klein wins in the deceptive ad- 
vertising case—and thereby: lets the 
jurisdictional issue drop—FTC will 
most certainly bring up the issue 
again. 

So, whether it’s this year or next, 


S. Klein’s lawyers or yours, the 
courts will have the final say on 
whether you’re under the FTC’s 
thumb. 


Will Have Tough Sledding 


The reason, the Department of 
Commerce reported last week: In- 
creasing competition from the surg- 
ing economies of Western Europe 
and Japan. In addition, Cuba has 
been lost as a good market. 


Nation-by-nation, a survey showed 
that major household appliance ex- 
ports hit $131.4 million in 1959, 
roughly the same as 1957 and 1958, 
but about $10 million under the 
1956 level. But the U. S. proportion 
of world appliance production has 
been declining. Before World War 
II, for example, the U. S. produced 
about 90% of the refrigerators. By 
1958, the proportion had declined 
to 37%. 


CALORIC American-Style 


Made In Japan 


Exporting engineering know-how 
was the technique hit upon last 
week by Caloric International, S.A., 
overseas arm of Caloric Appliance 
Corp. It signed a five-year licens- 
ing agreement with Kanto Gas Ap- 
pliance Co., Ltd. in Tokyo. 

Appliances will be built in Tokyo, 
but will be designed and engineered 
in the United States. Although U. S. 
manufacturers have supplied some 
components for Japanese appli- 
ances, the agreement is the first in 
which a U. S. gas appliance concern 
has arranged to assist a Far East- 


PHILCO Radios For The 


Great Britain 

Reverse English was applied to 
export-import problems by Philco 
which announced it will test-mar- 
ket British Philco home electronics 
in the New York, New Jersey, 
Philadelphia markets through John 
M. Otter Co., Philco distributor. 


American styling will reign. The 


British Philco line has the low, 
horizontal look, rather than the 
bulky profile traditionally associ- 


ated with Continental imports. The 
line extends from a small, two- 
band table model ($39.50) up to a 
radio-phono console ($459.50). All 





What to do about it? The Commerce 
Department study suggested that 
U.S. manufacturers must put out 
appliances suitable for foreign mar- 
kets. In Belgium, for example, 
small refrigerators sell better than 
large ones because Belgian house- 
wives prefer to shop daily. Shop- 
ping habits of Brazilians, plus the 
moist climate of the country, make 
large refrigerators better sellers. 

Can American-made appliances 
run on current abroad? What’s the 
nation’s attitude toward credit buy- 
ing? What are local living customs? 
Are parts available? All these ques- 
tions also must be considered by 
manufacturers seeking foreign ex- 
port markets. 


Gas Appliances— But 


ern company in the manufacture of 
complete units. 


The Far East’s special needs will 
be considered by American design- 
ers. Caloric also will provide tech- 
nical advice on mass-production 
and may license certain appliance 
patents. Kanto, manufacturer under 
the agreement, is authorized to dis- 
tribute them in Japan, Korea, Tai- 
wan, Singapore, Hong Kong, Oki- 
nawa and the Philippines. Japanese 
ranges are four inches lower and 
usually have only three burners. 


U.S.— But Made In 


models will have at least one short- 
wave band. 

Reason for the decision: Rapid 
growth of European imports into 
the United States, according to 
Walter S. Bopp, marketing director 
of Philco International. . 


Retail franchising will be selective. 
Otter wants class outlets and deal- 
ers in areas populated by: foreign 
language speaking people. Dealers 
without the domestic Philco line 
won’t be ruled out as retailers for 
the imports from Great Britain. 
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EAST 


won’t be merry for independ- 
ent appliance dealers. 

“Sure,” explained Elwood 
Blake of Town Appliance, “we 
expect some old steady custom- 
ers to buy for Christmas, but 
the slump won’t be reduced be- 
cause of these purchases.” That 
remark was typical of most in- 
dependents’ attitude. Additional 
substantiation of this low period 
was further emphasized by Sam 
Zehra, co-owner of Zehra’s Ap- 
pliance: “From Nov. 1 through 
the 20th of last year we sold 
$75,000 worth of merchandise. 
For the same period this year, 
our books show we’ve only sold 
$15,000.” 

Detroit department _ stores, 
large and small, painted a 
slightly different picture. To 
date, their business for the past 
two months has risen about 
7%. “The delayed sales we’ve 
had in dryers are beginning to 
pick up, along with refrigera- 
tors,” one store executive said. 


SOUTH ... RALEIGH, N. C.—After 

















a slow start in the first two 
weeks of November, appliance 
and TV sales picked up consid- 
erably here in the latter half 
of the month. 

A typical comment came 
from Ernest H. Norris Jr., man- 
ager of the Goodrich store 
which sells Kelvinator appli- 
ances and Motorola TV. “I was 
sure glad to see this election 
over with,” he said. 

Other dealers felt the same 
way, all blaming uncertainties 
of election year climate for 
what one called ‘fa very, very 
dull” first half of the month. 

However, several dealers indi- 
cated a late spurt in sales would 
bring appliance activity for the 
entire month up to a par with 
November last year. Generally, 
TV sales appeared to be lagging 
behind appliance sales, accord- 
ing to most dealers contacted. 

Norris reported TV sales off 


DETROIT—Christmas 


one-third from November last 
year and sales of refrigerators, 
freezers, ranges and washers 
about equal with last year. 

Wyatt E. Lynch of Thomp- 
son-Lynch, Westinghouse and 
Philco dealers, said the first 
half of November ‘“‘was very, 
very dull but it has picked up 
nicely since then. This is a polit- 
ical year. They’ve been up to 
their ears in politics.” 

John McAdams of the Appli- 
ance Center, General Electric 
dealer, put it this way: “We've 
been a little ahead of last year 
in appliances and a little behind 
in TV. The economic situation 
over the nation hasn’t been 
what it was in 1958 and 1959. 
It’s been rather spotty actually 
since May.” 

Nelson’s Inec., which = sells 
RCA, Zenith and Sylvania TV, 
reported that “TV sales have 
been fair’? for the month and 
indicated November activity 
might equal the same month 
last year. 


MIDWEST .. . ST. LOUIS—Electri- 


cal products sales were spotty 
and television was reported 
best by most dealers. Hi-fi was 
picking up for Christmas. 

A 23-inch stuffed Victor 
trademark dog, called “‘Nipper,”’ 
valued at $20 and given free 
with every purchase of an RCA 
portable TV was a good busi- 
ness-getter for Interstate Sup- 
ply Co., Inc., St. Louis RCA dis- 
tributor, said George Meyer, 
general sales manager, who re- 
ported that the Color Day: 
U. S. A. promotion also did 
well. 

However, other dealers re- 
ported that color TV was slow, 
but that black-and-white sets 
were holding up well despite 
brisk summer sales. 

George Mizerany, one of five 
brothers who operate nine ma- 
jor appliance stores, said, “Traf- 
fic has been very good, but most 
people seem to be shopping. I 
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Murphy, Crosley 
distributor. 


Hizzoner Proclaims Color Week 


COLOR TV WEEK came to Columbus, Ohio, Nov. 11-18, when Mayor W. Ral- 
ston Westlake, second from right, presented proclamation to W. Walter Watts, 
RCA Sales chairman, center. From left are: 
Broadcasting Corp.; 


W. E. Bartlett, WLW-C; John 


E. L. Foster, Ohio Appliances, RCA 








With Thanksgiving over, can Christmas and better business be far 
behind? There were hopes, but no answers last week 


think they are waiting for 
Christmas bonuses before com- 
ing back to buy.” 

Harry Brightman Jr., general 
manager of Admi al-St. Louis 
Distributors, said, ‘Stereo and 
our 19-inch portable television 
have been strong and the new 
Duplex combination refrigera- 
tor-freezer has been well re- 
ceived. The new ABC washer 
line taken on by Brightman 
Nov. 1 also was getting ‘“excel- 
lent response,” he reported. 


SOUTHWEST... ALBUQUERQUE, 


N. M.—Appliance sales began 
picking up appreciably in mid- 
November for some _ dealers 
here, but continued spotty for 
others after September-October 
slumps. A number of outlets 
were running 5% to 20% be- 
hind last year’s exceptional 
sales record, largely the result 
of the building industry slow- 
down. Albuquerque construc- 
tion for the first 10 months of 
this year was $17 million be- 
hind last year’s. But some deal- 
ers, through strong promotions, 
were managing to hold even 
with last year and were hoping 
for a lift from the Christmas 
buying season. 

Gene Stenger, manager of K 
and B Appliances, noted “an 
upswing the first part of No- 
vember,” after business dropped 
“way down in September and 
October.” He _ reported elec- 
tronics sales increasing, with 
Magnavox three-way combina- 
tions “moving real good.” 

At Fedway, Lou Miera, appli- 
ance manager, reported sales of 
four $700 Curtis-Mathes three- 
way combinations within 24 
hours after a downtown associ- 
ation-sponsored Christmas pa- 
rade officially launched the 
Yule buying season Nov. 25. 
Sales were picking up in all 
lines, he said, with unusually 
good sales of such items as elec- 
tric can openers and blenders. 

A Public Service Co. spokes- 


man _ said Frigidaire’s Flaire 
model ranges ($500 up) were 
selling as fast as deliveries 
could be made. He has been un- 
able to borrow one for a dis- 
play. 


FAR WEST... LOS ANGELES— 


Brief spurts followed by pro- 
longed slumps have character- 
ized the appliance business all 
year long. The latest undula- 
tion began two weeks before 
the election and, up until the 
time the ballots were counted, 
there was the fleeting promise 
that things would, at last, get 
better. But when the returns 
were in, the market reverted to 
lethargy, and dealers and dis- 
tributors were explaining it 
away as an uncertainty about 
the new administration. 

With the public assiduously 
guarding its dollars, price mer- 
chandising was getting heavy 
emphasis. Dorn’s, one of the 
city’s biggest discount opera- 
tions, offered a 16-cu.-ft., two- 
door refrigerator that lists for 
$659.95 for $296.88, requiring 
no payment until Feb. 1. 

White Front Stores, which 
just opened its third discount 
shop in Anaheim announced 
“prices so low the manufactur- 
er won’t allow us to publish 
them.” Discount house prices 
are not going unchallenged as 
the big Southern California de- 
partment stores—May Co., 
Broadway, Robinson’s and Bar- 
ker Bros.—put heavy stress on 
their own low, low prices. 

P. Simmons, owner of H. L. 
Miller Electrical Appliance Co., 
Pasadena, protested that the 
prices offered by the neighbor- 
hood dealer were at least as low 
as those available from discount 
houses and department stores. 
But the buying public doesn’t 
learn this truth because of the 
small dealer’s limited advertis- 
ing budget and the consumer’s 
growing inertia about shopping, 
he said. 





THIS WEEK'S [iii 
COLOR TV [iit 


MONDAY (All Times E. S. T.) 









6 A.M. (NBC) Continental Class- 
room (Monday-Friday) 

10:30 A.M. (NBC) Play Your Hunch 
(Monday-Friday) 

11 A.M. (NBC) The Price Is Right 
(Monday-Friday) 

12:30 P.M. (NBC) It Could Be You 
(Monday-Friday) 

2 P.M. (NBC) Jan Murray (Mon- 
day-Friday) 

11:15 P.M. (NBC) Jack Paar (Mon- 
day-Thursday) 


WEDNESDAY 


8:30 P.M. (NBC) The Price Is Right 
9 P.M. (NBC) Perry Como 


THURSDAY 


7:30 P.M. (NBC) Peter Pan 


9:30 P.M. (NBC) Tennessee Ernie 


Ford 


10 P.M.(NBC) Groucho Marx 


FRIDAY 


9 P.M. (NBC) Bell System Science 


Series 


SATURDAY 


10 A.M. (NBC) Shari Lewis 
10:30 A.M (NBC) King Leonardo 
7:30 P.M. (NBC) Bonanza 


SUNDAY 


6 P.M. (CBS) Wizard of Oz 
(NBC) Meet the Press 


6 P.M. 
7 P.M. (NBC) Shirley Temple 
9 P.M. 


(NBC) Dinah Shore 








INDUSTRY |i 
MEMO. [II 


Television production was off al- 
most 30,000 units for the week end- 
ing Nov. 18 and the 46-week story 


just as weak—production off 


7.44%. Radio production, too, was 
off for the week but ahead on the 
year. White goods off. See page 26. 
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| DONT BUY ANY ROOM AIR CONDITIONERS UNTIL YOU 


SEE AND HEAR 


THE NEW 1961 WESTINGHOUSE LINE 
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Again, in 1961, Westinghouse units will lead 
the field in new design, new features, and 
new outstanding appearance! 


Right away you notice the quietness of the 
1961 Westinghouse line. But that’s only 
one of the many new features! They’re 
completely redesigned throughout, with 
new quieter compressors, new rugged fan 
motors, new high capacity blower wheels, 
new larger cooling coils and trouble-free 
controls. 


Again, Westinghouse is out in front to give 
their dealers top quality merchandise for a 
demanding market! 


In the Heavy Duty line for 1961, Westing- 
house offers 


POWER for cooling extra-large areas 


PLUS capacity for hot, humid climates 


PENETRATION for moving cool, dehumidi- 
fied air to the farthest 
corners 

Get all the facts from your Westinghouse 

Distributor. You can be sure... /f it's 

Westinghouse. 
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For 1961, new exclusive fully automatic 
operation holds temperature within 


tomatic room air conditioner. Customatic 
Comfort Control—found only in the new 
Westinghouse line—automatically controls 
flow of cool air as room temperature changes. 
Gives maximum dehumidification. 


(w) Sv4s 9 Westinghouse Diamond Jubilee 





For 1961, only Westinghouse 
installs in just 


When it comes to installation, the Mobilaire 
has never had any real competition. The 1961 
model doesn’t either. Special window mount- 
ing frames make it the easiest to install— 
in any type of window. No lifting or carrying 
either, thanks to the Mobil-Cart accessory. 






For 1961, only Westinghouse 
softens the sound to 





Compare a Westinghouse with anything on 
your floor. You'll find Westinghouse far quiet- 
er. And the Heavy Duty models have twice 
the air velocity with half the noise level. For 
a demonstration, back away from it till you 
can barely hear it, and you'll still feel it. 


Westinghouse (~w) 





ll INE WS 


N 
ea 
= 
e 
ca 
N 
=) 
- 
= 


FLTER B - F 


FILTER. A - 


Why Is Washington 


Worried 


About Purifiers? 


*““A MESS” says FTC official about purifier problem 
‘“‘POSSIBLE HEALTH HAZARDS,” FDA ealls some purifiers 
“HAVE NO ANSWERS,” on negative ions says USDA 


For the past two years, the infant 
air purifier industry has had trou- 
ble getting off the ground because 
of complaints, warnings and seiz- 
ures of its products by government 
agencies for misleading advertising 
or false medical claims. Several 
manufacturers wrote to us after 
they read, “Are You Hazy About 
Pure Air?” (EM Week, Nov. 7), and 
asked us if we could tell them just 
which government agencies were 
concerned with purifiers and each 
agency’s area of jurisdiction. So 
EM Week went to Washington. 


Three U. S. agencies are interested 
in air purifiers—the Food and Drug 
Administration, the Federal Trade 
Commission and the U. S. Depart- 
ment of Agriculture 

Both the USDA and the FDA 
have the power to seize machines 
that don’t measure up to their 
standards, but the FTC can only is- 
sue complaints and cease-and-desist 
orders. 

Here’s how each 
about air purifiers: 


feels 


agency 


FTC’s Concern: How Are They 
Being Advertised? 


Misleading advertising claims, par- 
ticularly claims about how effective 
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air purifiers are for cleaning the 
air, are the FTC’s primary concern. 
Though not engaged in any investi- 
gations at the moment, the FTC is 
standing aside to see what the other 
agencies might come up with. 

“The whole problem is a mess,”’ 
one disgusted official claimed. “It’s 
not only because of the wide vari- 
ety of claims made by manufactur- 
ers for their gadgets, but also be- 
cause of the wide range of jobs that 
these machines must do and the 
complete lack of standards for mak- 
ing them. For example,” he ex- 
plained, “it takes a different type 
of purifier to remove soot or smoke 
from a room in Pittsburgh than it 
does to remove sand in New Mexico 
or smog in Los Angeles or pollen in 
Detroit. There’s no agreement on 
standards of efficiency or even on 
standards to test the dust-removing 
capacity of purifiers. And,” he 
added, “I hear it’s getting 
and worse because one manufactur- 
er after another is bringing out a 
new device.” 


worse 


Illegal competitive practices on the 
part of purifier manufacturers are 
also in the FTC’s baliwick. Though 
it hasn’t issued any complaints so 
far, the FTC could step into the 
picture at any time it felt that it 


had jurisdiction backed by either of 
the other two agencies. 


USDA: Do They Kill Germs? 


Testing and licensing machines that 
claim to remove bacteria from the 
air is done by the USDA under the 
provisions of the Germicide and 
Fungicide Act. The department also 
initially approves advertising claims 
for such devices, but it’s FTC’s re- 


sponsibility to see that the adver- 


tising remains fair and not mislead- 
ing after the initial approval. 

No complaints are pending right 
now against air purifier makers, 
but a couple of years ago the de- 
partment did take action against 
some manufacturers who were 
falsely claiming that their devices 
removed bacteria from the air. 

According to Dr. L. S. Stuart, 
USDA research bacteriologist, “Sci- 
entists at that time tested Puri- 
tron’s device and found that while 
its filter was fairly effective in re- 
moving dust from the air, the ultra- 
violet lamp in the machine did 
nothing to the bacteria level in the 
air. 


Ozone also concerns the USDA be- 
cause manufacturers claim it is a 
bacteriacide. “Ozone,”’ said Dr. Stu- 


A TYPICAL AIR PURIFIER is shown 
in the diagram. All units work on 
same principles, though some put 
components in a vertical plane. 
<< — 


art, “is essentially a deodorizer,” 
and he stressed, “If you put enough 
ozone in the air to do anything to 
kacteria, it could have a hazardous 
effect. Too much ozone can irritate 
the lungs of anyone breathing it; 
this in turn can make the lungs 
more susceptible to disease,” Dr. 
Stuart explained. 


And negative ions plague the USDA. 
According to Dr. Stuart, “We have 
very little actual information on 
the effect of negative-ion-produc- 
ing machines.” Makers of purifiers 
that produce negative ions claim 
that their machines induce a state 
of well-being—euphoria. “Even 
your outlook can be changed from 
downcast to optimistic by health- 
ful ions,”’ claims one manufacturer’s 
advertising. 

“T’ve asked a lot of questions 
about negative ions,’ commented 
Dr. Stuart, “but I haven’t gotten 
any answers. From the standpoint 
of basic physics, I don’t know what 
they’re talking about.” 


FDA’s Objection: False And 
Misleading Medical Claims 


Misleading health claims caused 
formal complaints against about 20 
purifiers to be filed by the FDA be- 
cause it feels the claims about the 
machine’s ability to control or cure 
various diseases are false. Advertis- 
ing for one machine, for example, 
implied that it would help prevent 
polio, tuberculosis, colds, influenza, 
measles, strep infections, smallpox 
and pneumonia. Another’s ad claims 
that its purifier will ‘kill all germs 
on contact and swallow up smoke, 
smog, dust, dirt, odors, grease and 
pollen.” 

Currently, the FDA has one com- 
plaint pending against Puritron 
Corp. In 1959, the agency seized a 
shipment of Puritron purifiers and 
is alleging that claims that they will 
provide effective relief of hay 
fever, asthma, sinus conditions, al- 
lergies and other respiratory ail- 
ments are false and misleading. 
This case hasn’t been tried, but it 
may reach trial in January. Puri- 
tron is contesting the complaint, 
but company officials declined com- 
ment until after the trial. 


Ozone concerns the FDA, too. One 
Washington official told EM Week 
that he heard that the FDA is in- 
formally trying to induce manufac- 
turers to leave ozone lamps off 
their machines. “We have heard,” 
the official continued, “that some of 
these devices have five or six ozone 
lamps when manufacturers recom- 
mend the use of no more than one.” 

On the other hand, effective fil- 
ters will purify the air, says the 
FDA. Research by the FDA indi- 
cates that a “‘rough”’ filter in combi- 
nation with an “absolute” filter 
which removes particles down to 
one micron in size will purify air. 
“But,” says the agency, “‘this doesn’t 
mean that with ‘pure’ air, diseases 
will be cured or prevented.” 

But the FDA’s problem is with 
standards. Some commercial puri- 
fiers have filters that are 90% ef- 
ficient; others have been tested to 
show efficiencies of only about 40%. 
According to the FDA, some of the 
units are just too small for the 
average job. 
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How Will Power Mower Industry’s 


New Safety Standards Work? 


Here are answers to the five most pressing questions you’ve been 
asking about the safety requirements drawn up for the mower 
industry by the American Standards Association 


Voluntary or forced acceptance? 
Harold Howe, secretary of the 
Lawn Mower Institute, told EM 
Week, “No one will be forced to ad- 
here to the standards, but those 
who don’t will find themselves at a 
definite disadvantage. We’re work- 
ing on a plan (EM Week, Nov. 7) 
that will encourage manufacturers 
who do abide by the standards to 
advertise and promote the fact to 
buyers and the general public. 
Mowers that meet the standards,” 
Howe stressed, ‘“‘will be awarded a 
seal and buyers will be taught to 
look for it before they buy any 
mowers.” 

“There are two reasons why ac- 
ceptance of the standards will not 
really be voluntary,” explained 
D. H. Hartmann, vice president of 
Moto-Mower. “First,” he said, “‘sev- 
eral states had legislation pending 
before we got our standards that 
would have restricted the sale of 
power mowers unless they met 
specifications set by the state. Now 
if they plan legislation, we hope 
that they’ll use our industry stand- 
ards as a model. If we must have 
legislation, let it be based on one 
set of standards rather than have 
each state concoct its own. Second- 
ly, and from an economic point of 
view, manufacturers who do com- 
ply to the standards will ballyhoo 
the seal to the sky. Anyone who 
doesn’t have it will get hurt.” 

“No manufacturer—name brand 
or otherwise—will be able to avoid 
complying with the standards when 
the seal becomes part of a buyer’s 
thinking,” claimed John Norton, 
Toro Manufacturing Co. sales man- 
ager. 


Who will test the mowers? Accord- 
ing to Howe, the institute has com- 
mittees working on two plans for 
testing mowers. One plan would 
require mower makers to go to out- 
side testing companies for the test- 
ing and certification of their ma- 
chines, and the other plan would 
allow companies to test and certify 
their own products. Neither plan 
has been adopted, but Howe pointed 
out that the odds are in favor of the 
self-testing idea. “There are about 
180 manufacturers in this field,” he 
said, “and some of them have 25 
models in their lines. It would cost 
too much in time and money to go 
to outside testing companies.” 


Moto-Mower’s Hartmann favors 
self-testing because of the savings 
of time and money. “The outboard 
motor industry has had excellent 
experience with this kind of setup. 
If anyone ever questions a manu- 
facturer’s product and froves the 
point, it’s up to the manufacturer 
to get on the ball or else.” 

“We make 30 models,” said 
Arthur C. Ganger, vice president of 
General Mower Corp. “The mower 
season would be over by the time 
we went to an independent tester 
with our machines.” 

But Robert Wilson, general man- 
ager of American Chain & Cable 
Co., disagrees with the idea of self- 
testing. “I don’t think that the 
standards will produce the desired 
results of increasing the protection 
to the consumer until we have an 
outside testing agency to tell man- 
ufacturers where mowers fail to 
meet the required safety specifica- 
tions.” 


Are the standards too tough? ‘No,” 
said Howe. “Before they were ap- 
proved by the institute and the 
ASA, the standards had to be sub- 
mitted to ‘all parties interested in 
the manufacture of lawn mowers.’ 
Nobody had any _ serious com- 
plaints.” 

“These standards are _ reason- 
able,” exclaimed Hartmann. “Any- 
one who has been really trying to 
produce safe mowers will think so, 
too. A couple of years ago, it cost 
us $6,000 to retool because one of 
our blades was an eighth of an inch 
below the blade enclosure. We felt 
the cost was negligible if we could 
prevent just one serious accident.” 

Arthur Ganger of General Mow- 
er Corp. told EM Week that he 
didn’t think that the standards 
were too tough. ‘‘We’ve been asking 
for this kind of thing for a long 
time,”’ he said. 


Will the standards affect sales? “If 
anyone who certifies that his ma- 
chine meets the standards can get a 
seal, then the distribution of sales 
between promotional and name 
brand mowers will not be affected,” 


said Ganger. “Everyone will cer- 
tainly comply, but if some don’t, 
then their sales will reflect their 
position.” 

Hartmann felt that the people 
making marginal rotary riding 








LETTERS ii 


EM Week welcomes expressions of 
opinion from its readers for publi- 
cation, subject, of course, to final 
editing and approval by editors. 


a CC 
Forgetful Readers 


Editor, EM Week: 

In a recent issue of EM Week 
there was a coupon to order Christ- 
mas mats. Our issue was mislaid. 





Will you please send the Christ- 
mas 


mats to us? They 


1960 


newspaper 


DECEMBER 5, 


are excellent and we use them in 
our local paper. 


Thank you, 


This faithful reader not only mis- 
laid the issue, he failed to sign 
his postcard (postmarked Abilene, 


Kans.). He—and the reader from 
Bozeman, Mont., who failed to fili 
in the coupon he neatly pasted to a 
postcard—will get their mats as 
soon as we learn their names 


Selling U.S. Short? 


Editor, EM Week: 
Are we selling America short? 
When I see the influx of merchan- 


mowers—a rotary blade on wheels 
—will be hurt or even shaken out 
of the market if they failed to com- 
ply with the standards. “Except for 
those specific manufacturers,” he 
continued, ‘the sales story will 
hinge on those that have the seal 
versus those that don’t. If any man- 
ufacturer is silly enough not to 
comply, then his sales will suffer.”’ 

ACCO’s Wilson said, “I feel that 
adherence to safety standards that 
are properly promoted for educa- 
tional purposes to distributors and 
dealers will have a good effect on 
the industry and certainly change 
many of the existing patterns of 
sales distribution.” 

“Buyers will be the key to the 
ultimate distribution of sales in this 
industry,” thumped Norton of 
Toro. “If the seal is promoted and 
promoted hard, the standards will 
affect sales. Buyers are pretty in- 
telligent people. They’ll know that 
they won’t be able to afford to take 
chances on mowers that dpn't meet 
the standards.” 

“This industry is in the throes of 
one of the greatest shakeouts in the 
history of American industry,” one 
manufacturer explained. ‘Like the 
automobile industry—five major 
producers—and the food industry- 
55,000 supermarkets do more busi- 
ness than 300,000 ma and pa-type 
stores—the number of manufactur- 
ers in the mower industry is dwin- 
dling fast. In 1950, there were 47 


manufacturers. Two years ago, the 
unofficial count listed some 283 
manufacturers; today, there are 


about 180. The standards are a step 
in the right direction. If they’re en- 
forced and publicized, they’ll accel- 
erate the shakeout.” 


How soon can manufacturers com- 


ply? ‘‘These standards don’t mean 
that every mower on the market 
this year will meet the standards,” 


Howe explained. ‘But we hope that 
everyone will be able to comply by 
the end of this model year; certain- 
ly not later than 1962.” 
Manufacturers told EM Week that 


their individual mowers met the 
standards “in a general sense,”’ but 
that, since most of them had been 


in production on this year’s models 
when the standards were written, 
there might be a “few instances” 
where mowers don’t measure up to 


the ASA standards. 





dise from cheap labor areas brought 
into this country by large chains 
and greedy jobbers out for a fast 
buck, I wonder if these people ap- 
preciate doing business in this 
country where everyone is entitled 
to better living and working condi- 
tions. The extra discount they get 
on this merchandise is the only rea- 
son for the sale of this merchandise 
here. Take out the extra profit and 
you'll take out cheap labor 

We cannot compete with 10¢-an- 
hour labor and we had better de- 


velop our own markets with higher 
wages for lower income groups. 
A. C. Pfeil 
Lake City, 


Pa. 


items. 
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How You Can Turn Wasted Space Into Hard Cash 


RENT-ALLS PROVIDES displays like 
this one, a scaled-down rental store 
which fits in any odd space a retailer 
may have. Financing also can be in- 
cluded in the package. 





The answer: Try a “Rental 
Service Unit” like the one pic- 
tured at left. It’s an idea that 
pays off for dealers 


The service unit—and the hard 
sell sales pitch which promises cash 
for wasted space—are products of 
United Rent-Alls, Inc., a Lincoln, 
Neb., company which has_ been 
franchising rental stores since 1948. 

United rental stores stock—and 
rents—everything from power tools 
to party supplies. 

And United likes to think of its 
new service unit as a scaled-down 
rental store, designed for existing 
retail businesses. 


What is a service unit? Basically, 
it’s a movable display rack, com- 
plete with shelves and hooks, which 





Here’s How White Goods Men Awe 


CONTINUED FROM PAGE | 

Again from Whirlpool’s Harper 
Dowell, ‘‘Manufacturers are no 
longer looking for ways to get rid 
of surplus merchandise. Now they 
are searching for ways to restore a 
reasonable profit to their operation. 
That’s a pretty clear indication 
there will be no general price cuts 
next spring.” 

Westinghouse Vice President 
John W. Craig added, ‘Price cut- 
ting at the industry-wide level... 
is far less likely in 1961 since most 
producers will tend to keep inven- 
tories more closely in balance with 
sales.” 

Kelvinator Sales Vice President 
Homer L. Travis not only saw no 
price cuts ahead, but added, ‘Our 
own pricing for 1961 will reflect a 
3 to 5% across-the-board increase.” 

“I don’t feel a price break will 
come,” agreed Amana Vice Presi- 
dent Walter Wendler. “I think 
manufacturers learned their lesson. 
They won’t let themselves. get 
burned again.” 

Most fervent was Easy’s Erick- 
son. “Prices will have to firm up,” 
he declared. “There have been too 
many deals you can’t live with.” 


But Don’t Go Near... 


MILADY can take off to the beach, 
leaving eight dresses in Norge’s new 
coin-op dry cleaner, and return to 
find them like new at a quarter of 
the cost and a fraction of the time. 
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Most makers think 1961 will equal 
1960, even if the first half is weak. 
And some think it will surpass it. 

Sayre saw first-quarter shipments 
down 10 to 15%. But, he added, 
“it will start catching up in the 
second quarter. We’ll be down 5% 
for the first half, but by the end of 
the year, we’ll be close to 1960 
totals.”’ Total white goods’ sales, he 
thought, would hit about 16 mil- 
lion units. 

Gibson Sales Corp. President W. 
C. Conley pegged 1961 industry- 
wide sales at 5% over 1960. “Our 
own sales will coincide with this 
trend,” he said. 

Travis saw Kelvinator up 2% in 
1961. And Wendler thought Ama- 
na’s new line would “give us a big- 
ger share of the market in 1961, 
especially in combo refrigerator- 
freezers.” 

Westinghouse’s Craig saw major 
appliance sales climbing in the sec- 
ond half. “Sales for the entire year 
of 1961 should be slightly above 
1960,” he said, ‘‘and probably will 
be the fourth best year in the  ..- 
dustry’s history.’”’ Despite sales de- 
clines, 1960 now stands as the in- 
dustry’s fourth best year. 


Inventories of 1960 goods were high 
in some areas, although the NARDA 
“Wanted: Your Old Refrigerator” 
campaign seemed to be trimming 
them a bit in places. 

A Michigan dealer complained, 
“IT tried to get 1961 merchandise 
from my distributor and he told me 


Is Captive Servic 


Yes, ominously warned John M. 
Wicht of Hamilton Manufacturing 
Co. 


The evidence: Continuing exten- 
sions of factory branches and man- 
ufacturers’ service facilities, he told 
the fall meeting of the Appliance 
Profession Assn. in Anaheim, Calif. 

Concentration of manufacturing 
among fewer and fewer companies 
is the obvious trend, said Wicht. 
“As development and _ production 
are controlled, so it becomes more 
obvious to expect that sales and 
service more and more must be con- 
trolled. As each is joined under a 
single structure, then one profit is 
all that’s needed and the distribu- 


can be fitted into 24 square feet of 
floor space. Any retailer could order 
a unit and then stock it with equip- 
ment that fits his business. 

A hardware store might fill the 
shelves with power tools; a garden 
shop, with lawn mowers and out- 
door supplies. One United customer 
is a liquor store, which has stocked 
its service unit with “for-rent’” bar 
equipment. 

“We can supply a unit with just 
about any item a retailer might 
want,” Anthony Di Paolo, United’s 
secretary-treasurer explains. 
“There’s no limit to the amount of 
equipment we can provide.” 


How much does a unit cost? Be- 
tween $1,500 and $3,000, Di Paolo 
says, depending on the equipment 
ordered. There is no minimum fee, 
though. 





Calling 1961 


‘e Threatening Dealer’s Profits? 


A number of rental service units 
are already in operation, according 
to Di Paolo, and “most are doing 
well.” Based on United’s experi- 
ence, he says, “an investor can ex- 
pect to gross from one and one-half 
to two times the cost of the unit in 
his first year.” 

United will help finance up to 
70% of the unit’s initial cost, with 
payments spread over two—occa- 
sionally three—years. 

United also offers advertising and 
merchandising advice to retailers 
who purchase service units. 


What are average rental fees? 
United suggests fees for each piece 
of equipment, when it sells a serv- 
ice unit. These rates vary, depend- 
ing on local conditions, but gener- 
ally they are based on United’s past 
experience. 





‘Get out and sell what you have.’ ” 
In the West, there was plenty of 
1960 merchandise available at what 
one man described as ‘“scrumptio- 
delicious prices.” 

And where 1960 merchandise was 
still plentiful, white goods prices 
were anything but firm. 


Some dealers reported delays in 
shipments of 1961 goods. A New 
Jersey dealer moaned, ‘My white 
goods orders are running about six 
weeks behind schedule.” Another 
man reported long delays in ship- 
ments of both Frigidaire and Gen- 
eral Electric pieces. 

‘“Who’s got the merchandise?” a 
southern dealer asked. “I’m still 
waiting for some of the things I 
ordered.” 

A Westerner was peeved at one 
manufacturer because, “They don’t 
have their 1961 models yet, so they 
haven’t been giving dealers price 
breaks on 1960 goods.” 

Manufacturers admitted they had 
some spot shortages, but none re- 
ported serious delivery problems. 
Basically, the shortages apparently 
stemmed from: 

e Normal problems due to produc- 
tion changeovers. 

e Closer gearing by manufacturers 
to actual sales in the field. 

@ Some reluctance to ship new 
merchandise until old inventories 
have been cleared up. 


What about the long-range picture? 
Westinghouse’s Craig had some 





tor, dealer and service profits can 
be eliminated if necessary,’ added 
Wicht, former vice president of 
Blackstone and former president of 
the American Home Laundry Man- 
ufacturers Assn. 


Wicht’s examples showed the trend. 
“Thirty years ago,” he said, ‘“‘there 
were 30 manufacturers producing 
1% million units of home laundry 
equipment. Now there are 15, and, 
with but one or two exceptions, 
they have multiple lines and pro- 
duce three to four times the volume. 

“Reduce the number of manu- 
facturers from 15 to three and at 
current sales rates, each would 
produce 2 million units of home 


careful predictions—and plenty of 
figures to back them up. In particu- 
lar, Craig has said he feels the ap- 
pliance industry will see an upturn 
in the last half of 1961 that will 
continue through 1962. 

But the going won’t be easy. 
“While the expected stability of 
wholesale prices would improve 
the industry’s profit picture,” he 
said, “the major appliance industry 
will continue as the most intensely 
competitive in the nation.” 

Backstopping his’ crystal-ball 
gazing, Craig cited some Bureau of 
Labor Statistics figures: 

e@ Price indexes show that the 
major items contributing to the cost 
of living increase since the 1947- 
1949 base period include automo- 
biles, tires, housing, medical care 
and food. 

e In contrast, the price of refrig- 
erators and laundry equipment 
have dropped sharply below the 
1947-1949 level, while prices on 
electric ranges are about the same 
as the base period. 

Looking more closely at refriger- 
ators and automatic washers, Craig 
saw those two products, “presently 
the backbone of our industry,” car- 
rying even more weight in the late 
60’s. How much weight? He figured 
they would represent a combined 
guaranteed market of 9 million 
units a year. 

Switching from old dependables 
to growth products, Craig put his 
money on dishwashers, dehumidi- 
fiers and room air conditioners. 
Why? Because they all have rela- 
tively low saturations but wide- 
spread acceptance. 


laundry. This would mean $500 
million at retail per producer, or a 
production of 10,000 units a day. 

“Now add this mix to the other 
products and you start to appreci- 
ate the scope. Will the manufac- 
turers sell and service themselves? 
Of course,” Wicht declared. 


The danger? A “one-profit econ- 
omy,” said Wicht. “The appliance 
business is a $250 million hassle. 
You’re in it, but you are being 
‘cameled’ out.” Pointing to one 
manufacturer in Los Angeles em- 
ploying 125 persons in_ service, 
Wicht said, “There’s no question 
as to their intent to stay and grow 
in this service business.”’ 
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The sound and the spirit linger on! 


New Opportunities In SIGHT and SOUND Sales— 


rom WLINA 


New V-M Model 722 ‘Tape-o-matic’® Stereo Record Tape Recorder. 
This unique 4-Track Tape Recorder lets you record and play-back 
tapes in full-dimensional stereo! Preserve the original sound and qual- 


ity of expensive stereo records by recording them stereophonically!” 


V-M’s “‘Add-A-Track”’ feature makes this top-selling stereo-recorder 
perfect for business, industry, education . . . or pure family entertain- 
ment! The whole family is your customer when you sell this thrilling 
instrument! Here is an exceptional tape recorder that will bring years 
of enjoyment to your customers . . . and steady profits to you! 


Never Before Has A Tape Recorder incorporated 
So Many Sales-Producing Features... 


e 4-TRACK STEREO RECORDING produces twice the program material on one reel 
and there are fewer reels to store! ¢ “ADD-A-TRACK" CONTROL permits you to 
record on one track, rewind, record again on another track while listening to the first track. 
On play-back you hear both tracks simultaneously! ¢ DUAL VOLUME CONTROL lets 
you adjust recording or play-back to desired volume level on either channel! e DUAL 
MICROPHONES for recording in flawless stereo! ¢ DUAL TUNING EYE assures you of 
recording at the proper volume level! ¢ HIGH-FIDELITY SPEAKER SYSTEM offers avu- 
thentic High-Fidelity reproduction characteristics not obtainable from one speaker recorders! 
© PRECISION TAPE INDEX TIMER locates any recorded passage on the magnetic tape 
quickly and easily! ¢ INPUT RECEPTACLES allow recording from radio, TV set or any 
phonograph! © OUTPUT RECEPTACLES permit you to plug in any auxiliary-amplifier 
speaker such as matching V-M Model 168 for a complete portable stereo system! ¢ 
PUSH-BUTTON CONTROLS for simplicity of operation! «© UNIQUE V-M STYLING 
in Two Tone Brown. 


A Professional- Performer To Top Your Selling Line! 


V-M/‘tape-o-matic'® 4-Track Stereo Tape Recorder— Model 722 $259.95 List* 
V-M/‘tape-o-matic’® 4-Track Stereo Play Tape Recorder—Model 720...$225.00 List* 


*Slightly Hicher West 
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EXPAND YOUR MARKET.../INCREASE SALES... 


with the new 
V-M SLIDE PROJECTOR SYNCHRONIZER! 


Big new markets await you—now—with V-M’s new Tape Recorder Remote 
Control Slide Projector Synchronizer! Y our tape recorder and big-ticket pro- 
jector sales will increase when you offer this easy-to-use V-M Synchronizer! 
Now you can easily add inaudible slide-change cues to tape recorded com- 
mentary. On play-back, these cues actuate the projector, automatically ad- 
vancing slides at the times selected! Your customers will benefit with new 
uses for V-M Tape Recorders and you'll benefit with greater sales volume! 


HERE'S YOUR BIG NEW SELLING AREA! 


e HOME ENTERTAINMENT—Droamatize vacations and family fun with recorded com- 
mentary and even background music! 


@ SCHOOL AUDIO-VISUAL DEPARTMENTS —Make learning easier and more interesting! 
e BUSINESS USES —Extremely effective for every training use and for sales presentations! 
e CHURCH AND SUNDAY SCHOOL USES—Ideal for Biblical and other doctrinal pre- 


sentations! 


V-M Slide Projector Synchronizer — 
Model 1412 $49.95 List 


ae 


HERE IS YOUR CHANCE FOR NEW SALES AND PROFITS! 


call your V-M distributor— TODAY! 
a. © 
of usic 


V-M CORPORATION e@ BENTON HARBOR, MICHIGAN 
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the new 
RCA WHIRLPOOL 
No-Frost 
refrigerator-freezer 
with new 


e FEATURES 
e PERFORMANCE 
e CONVENIENCE 
e BEAUTY 




















No-Frost feature— 
even in the freezer! 


No troublesome frost ever builds up -. . ee a >) 
frost-locked foods and need for defrosting os a oo) Sa = my | jet 
in the freezer and refrigerator have ended. é : c “ a i i) a 
Objectionable frost never “steals” storage a Py Tie . ie! 2. No-Frost Freezer 
space or hides labels. eC aa as é eal) 
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3. Automatic Ice Maker 24 




















Mark 61 


There’s a model and size for every family need, with the 
step-up features you need to build up your volume. 


From the 10.51 cu. ft. model HD-11 on up each family’s preference. And with a grad- 












to this marvelous 15.51 cu. ft. Mark 61, ual step-up of features and suggested fac- 
there’s a model and size that’s right for tory prices to simplify your step-up selling. 


RECS 


oe ae Your family will love our family of home appliances 
No searching for food with ior | 
shelves that swing out! ; 
A gentle touch brings a shelf-full-of-food out 
front where it’s easy to see and select. Shelves ply, ; 


O% 





' = ‘ Ss hy, Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 
adjust up and down. Extra-high guard rail, ees , 
all around, keeps foods and bottles in place. ZnumS 

fern 








Join up!...it’s easier to sell RCA WHIRLPOOL than sell against it! 
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Give your 
customers the quality 
performance they 
want in today’s 
refrigerator-freezers! 


More of what’s needed fo se/l/ 
today’s quality-wise buyers! 


It’s not news to you that today’s buyers are looking for all the 
quality they can get at the lowest price they can afford to pay. 
We know it, and we believe we are meeting that challenge with 
more real “quality-performance-per-dollar” in the new 1961 
line of RCA WHIRLPOOL refrigerator-freezers. We believe it, 
because we know the quality that has been built into this line 
—quality to give your customers longer years of fine service 
and praiseworthy performance. And attention has been par- 
ticularly centered on the convenience factors to make the 
homemakers’ duties more pleasant and less time-consuming. 
We believe both you and your customers will agree that the 
RCA WHIRLPOOL features illustrated here accomplish this pur- 
pose—with much to spare. And your RCA WHIRLPOOL distributor 
can show you even more proof. 








EXCLUSIVE IceMagic® automatic ice 
maker replaces every ice cube used! 


A ready supply of ice cubes without the bother of trays—no more 
filling, spilling or prying loose. Your customers simply open the 
freezer door and help themselves. The IceMagic automatic ice 
maker will make more cubes and store them in a handy bin. 
When the bin is full it shuts itself off. 





Use of trademarks (R cad RCA authorized by trodemark owner Radic Corporation of Americo 
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YOUR personal BUSINESS 


You think you've got problems: From Minneapolis, where the Pratt 
School is located, comes word that the local PTA group there is hard at 
work on the Pratt Fall Festival. 


AAA 


If you need money to meet requirements that fall between short-time 
bank borrowings and | permanent equity ° capital, a term loan may be the 
answer. Here are some questions and answers about this particular 
type of financing—a type that small businessmen often overlook. 











lending institution for a period of more than a year. And it's a loan 
in which the principal usually is retired in installments during the 
life of the loan. Coincidentally, it's a loan that's useful to busi- 
nesses that are too small to raise funds by selling bonds or debentures 
in the capital markets. 


How can you use a term loan? In these general ways: 
e To finance expansion. Frequently, small business owners find rein- 


vested profits don't build up fast enough to finance expansion. But 
a term loan gives you the capital you need in one lump. 











© To consolidate and repay existing debts. Allowing a number of small 
debts to go unpaid can hamper the smooth operation of your business 
as well as lower your credit standing. A larger, long-run loan could 
rid you of pesky small obligations and give you time to set your 


business in order before repaying it. 


e To pay for repairs, replacement, modernization and other large ex- 
penses. Often funds set aside from earnings to handle these cate- 
gories are not adequate. At the same time, you can't put off what 
has to be done. A term loan can do the trick. 





Do you need collateral for a term loan? A Federal Reserve study some 
five years ago showed about 59% of term loans were unsecured. And, 
generally speaking bankers today are less insistent on requiring col- 
lateral for loans than they were in the past. 

In deciding whether to ask for collateral or not, a bank will con- 
sider such things as your credit rating, purpose to which the money 
will be put, extent of your additional debt. 





Who extends term loans? There are two major sources: Commercial banks 
and life insurance companies. Under certain conditions, though, you 
can also get term loans from the Small Business Administration, Fed- 
eral Reserve banks, certain savings banks and some finance companies. 





What will a term loan cost you? Probably less than you're used to 
paying on time-payment plans. For instance, when you buy from a dis- 
tributor on such a plan, charges usually are figured on the amount of 
the original loan. In.practice, though, you have to repay part of the 
principal with every installment—and the average outstanding bal- 
ance comes to about half the initial amount. So, if the stated charge 
is 6%, the actual rate you pay comes closer to 12%. 

In contrast, term loans often are worked out with a straight in- 
terest charge on the outstanding balance only. So, even though a term 
loan means a separate transaction, it might mean a lower financing 
charge. 

The interest charged on term loans varies considerably. Rates 
as low as 2% and as high as 10% per year have been reported. One 
general rule: If you think the rate you've been asked to pay is ex- 
cessive, double check with several other lending institutions. 





If you want to know more about term loans, write fora list of sources: 
Your Personal Business, EM We Week, 330 W. 42nd St., N.Y. 36, N.Y. 
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“IT realize you’re new here, 
Johnson, but when we run 
out of something we just re- 
order.” 














MORT FARR says... 


The Electric 
Utilities Must 
| Carry The Ball! 
,.—OrLoseToGas 


I wrote last month of the need for industry 
cooperation in order for the TV and appliance 
business to reach its potential and predicted 
growth. In it I stated that utilities had not sup- 
plied the necessary cooperation or leadership to 
reach these goals. This is particularly true of the 
electric utilities. Not that gas utilities have done 
all they might have. However, even some of the 
top executives of our electrical industry have 
publicly admitted that the gas industry was out- 
promoting them. Further proof lies in the rising 
ratio of sales of gas appliances. 


I am familiar with the fact that electric utili- 
ties double their output every 10 years. I know 
the gains they can brag about in average annual 
kilowatt-hour use. I must admit that our EEI 
programs, adequate wiring promotions, the 
“Live Better Electrically” campaign and some 
fine individual utility promotions have helped. 
But I submit that we have failed to create the 
desire for our newer appliances and more im- 
portant, we have failed to make it EASIER TO 
BUY. 

Perhaps our utilities have been too busy try- 
ing to build up the generating and transmission 
capacity. But they must look for new ways to 
build further profitable load. They know we 
have sold over 125 million major appliances in 
the last 10 years and that it is predicted we will 
sell over 300 million in the next 10. They have 
heard a lot about the exciting new appliances 
being developed. They know that 50% of the 
products we will be selling 10 years from now 
are not even on the market today. I have heard 
that the predicted generating capacity of the 
utilities will be over 500 million kilowatts; that 
the 75 million customers will generate sales of 
over 2 trillion kilowatts. This may all come 
true, but not if the utilities don’t help to do 
something about making it happen. 


I say we have failed when only six homes 
out of 100. use an electric dishwasher, and half 
of them: because it was built in the house they 
bought. The same is true in varying degrees of 
dryers, ironers, washer-dryer combos and many 
other low saturation items. None have achieved 
their predicted growth. 

We failed mostly in the development of ade- 
quate wiring, particularly in the promotion of 
the need for 220-volt wiring. Obviously, there 
will be greater acceptance of large kilowatt- 
hour usage devices if it is made simple for cus- 
tomers to install these facilities. Only cooking, 
drying, heating and cooling will ever carry the 
electric industry forward to the 25,000 kilowatt- 
hour home. 

Adequate wiring has been a block to load 
growth and increased appliance sales for over 
25 years. So far all the wiring promotions have 
barely made an impression on the problem. 


I think that our utilities are going to have to 
find a new and better way to finance the 
service entrance all the way up to and includ- 
ing the branch circuit panel. I mean that THEY 
‘should pay for it, capitalize it, and not expect 
‘the customer to pay for it. This would result in 
increased sales of these devices instead of the 
many sales lost to people who were deterred 
by high wiring costs. At the same time the in- 
clusion of extra circuits would make expan- 
sion easy for future purchases of electric ap- 
pliances. It is more important for the utilities 
than it is for dealers. We sell both gas and elec- 
tric appliances and make the same profit (or 
lack of it) on each. 


Electric utilities are going to have to make it 
easier for the customers to buy, and easier for 
the dealer to sell electric appliances—and I 
don’t mean clocks and toasters! 
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heitchen Aid. 
dishwashers 


with “more 
for you” 











a KitchenAid for every kitchen... every budget 








look at 


hhitchenAid. 


new convenience new capacit 


CREATE-YOUR-OWN-CYCLE-—True 
VariCycle action! With Kitchen- 
Aid dishwasher push buttons and 
manual Timer Control, every 
homemaker can select or create 
dishwashing cycles to fit her 
needs... even change it to best 
fit each dishwashing situation 
She can advance, skip, repeat or 
interrupt the wash, rinse or dry 
action any time... even “Plate 
Warm.” Power Reset Drive ad- 
vances timer to “OFF” position 
immediately after short cycles— 
KitchenAid is always ready for 
the next desired cycle. 


VariCycle PUSH-BUTTON CONTROLS—Just push the “RINSE 
and HOLD” button to give partial loads a short power- 
rinse that removes food particles without hand-rinsing 
—real economy. KitchenAid holds and stores the dishes 
until racks are full—no worry about foods “drying on.” 
Press the ‘‘FULL CYCLE”’ button to give tableware 
KitchenAid’s new and exclusive complete wash-dry action. 
Touch the “UTILITY and UTENSIL” button and pots, pans 
and utility items get their own individual treatment that 
helps soak away burned and baked-on foods... eases 
those hand-harming scraping chores. 


KitchenAid* Superba VariCycle 


KING-SIZE CAPACITY-The whole 
day’s tableware for an average- 
size family can be handled in 
one washing. Convenient, front- 
loading racks accommodate 12 
complete place settings (NEMA 
standards). Heavy Plastisol coat- 
ing “cushions” china. Adjustable 
dividers in the 2-position adjust- 
able upper rack enable variable 
arrangements for big pots, pans, 
and odd-shaped pieces. 


by Hobart 


(available in built-in and free-standing models) 








new washability 


DOUBLE WASH, TRIPLE RINSE-KitchenAid’s 
famous power-wash system, long considered 
the most efficient, now scrubs twice—there 
are two separate washes (or a power pre- 
rinse and single wash, if you choose) fol- 
lowed by three rinses... then Flo-Thru sani- 
tized hot-air drying. The Dual Detergent Cup 
in the door can be filled for two washes (or 
just one side of the cup for power pre-rinse 
and single power wash). The desired amount 
of detergent is released automatically for 
each “Guided Action,” power wash. 


Here is truly the finest dishwasher ever de- 
signed—just compare it, feature for fea- 
ture. New economy is built into KitchenAid, 
too—it will wash tableware for only pennies 
a day. Behind all the new features and con- 
veniences of this superb KitchenAid dish- 
washer is the unexcelled reputation of 
Hobart, the dishwasher pioneer. KitchenAid 
is the dishwasher of ‘“‘proven’’ quality—just 
ask any user. 


NEW BEAUTY—Modern styling all 
around creates a new luxurious look. 
The attractive chrome-trimmed con- 
venient control panel, with “in action” 
indicator light, across the top of the 
front lends an added note of distinc- 
tion. Push button starting. 


WIDE CHOICE OF FINISHES—now in- 
cludes natural WOODS, satiny stainless 
steel, glowing copper tone, rich an- 
tique copper, gleaming white. You can 
even use plastic laminates to match 
counter tops. Special woods and colors 
can usually be matched locally. And 
Vari-Front panels are easily changed. 


PERFECT DRYING—A Rinsing Agent 
Dispenser automatically releases a 
wetting agent in the last rinse to help 
dry dishes spot-free—regardless of 
local water conditions. Dispenser need 
only be filled periodically. Exclusive 
Flo-Thru drying assures perfection. 


other new 


KitchenAid 
dishwasher series 


available in many models 


KitchenAid Imperial 
Every inch feature-packed 
dishwashers, the Imperial 
series has king-size capacity 
for 12; pre-rinse and wash or 
double wash, with triple rinse ; 
adjustable rack dividers; wide 
choice of finishes with Vari- 
Front panels. Rinsing Agent 
Dispenser optional, Built-in; 
free-standing; dishwasher- 
sink; convertible-portable 
models available. 


KitchenAid Custom — Real value 
for the economy-minded. This beautiful unit 


has the same Hobart wash arm, Dual Filter Guards and Flo-Thru 
drying system as the Superba and / mperial, with traditional KitchenAid quality 
throughout. Comes in a variety of finishes. Capacity for ten. Available in 


built-in and free-standing models. Rinsing agent dispenser optional. 


very new KitchenAid® dishwasher has: 


“Guided Action” wash arm that 
scrubs, while others just spray or 
shower. Exclusive big, blue, lifetime 
wash arm extends full width of the 
wash chamber... has newly designed 
jet openings that scientifically con- 
trol and balance both volume and 
velocity of the water for complete, 
effective coverage of every square 
inch of the wash chamber. While lit- 
erally scrubbing dishes clean, it’s 
safe for even delicate china. 


Exclusive Flo-Thru drying—A 
constant current of sanitized hot air 
flows over, under and around each 
item. The electrical drying element 
is outside the wash chamber, with the 
hot air fan-circulated—insuring even 
heat and uniform drying, with no 
“hot spots” to craze china, er warp 
or scorch good plastic-ware. Dishes 
don’t dry from the bottom up, a fre- 


quent cause of spotting. The evapo- 
rated moisture in a KitchenAid can’t 
be redeposited on the dishes—posi- 
tive drying and brighter dishes every 
time. Money-saving feature: the 
KitchenAid drying element operates 
only during the drying cycle. 


Exclusive Dual Filter Guards— 
Precision-engineered filters have 
hundreds of self-cleaning openings 
that trap food soil and prevent spray- 
back over dishes. The recirculated 
wash-and-rinse water is always filter- 
clean. Stainless steel filters are self- 
seating—simply lift out for cleaning, 
if ever needed. 


Still more KitchenAid features: 
Timer Control Indicator tells what 
operation is being performed ... also 
permits Manual Control and Plate 
Warming. Porcelain interior is self- 
cleaning, chosen for long life. In- 
dependent cushion coated racks. 
Designed for a service-free, cool op- 
eration. New, quiet, hushed-per- 
formance. Solid-unit construction 
principle with rigid frame and rust- 
proof design—assures long life. 


a KitchenAid for every kitchen... every budget 
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Top Loading Portable 


The same famous power wash, Dual Filter Guards and Flo-Thru 
hot-air dry system found in built-in KitchenAid dishwashers 
are incorporated in this KitchenAid portable model. It washes 
tableware for ten or more... dishes come out clean and bright. 


Only KitchenAid has Porcelain Inside and Out. Other 
features include wide guide bar for easy movability ... sepa- 
rate Start Control ... toe space all around . .. double-wall con- 
struction for cool, quiet operation. Even when random-loaded, 
the efficient power-wash pattern covers thoroughly. This 
KitchenAid portable is put to work the day it’s delivered —con- 
nects to faucet in seconds. And, no installation expenses! 


feitchen Aid’ portable dishwashers 


portable today > eee,  OUiltin tomorrow 


The KitchenAid convertible-portable is a front-loading 
portable that can be installed as a built-in later simply 
and conveniently, Maple cutting top, 4 square feet and 
11% inches thick, adds a luxury touch. Available in 


: 
the new Imperial series, it has king-size capacity; mul- Ged! Laat 5 ————— 
tiple washes and rinses, and Flo-Thru hot-air drying; - . a = 
adjustable dividers in the 2-position upper rack; push ae fy 
\ 
, 


button control panel; self-storing Fill-Drain Hose and 
power cord. Rinsing Agent Dispenser optional. 


? 
A KitchenAid for every kitchen...every budget! 
SPECI | CATIONS 


CONVERTIBLE 
MODEL SERIES KD-2P PORTABLE CUSTOM IMPERIAL SUPERBA VARICYCLE PORTABLE 


(Imperial) 


CAPACITY 
(N.E.M.A. Standard Place Settings) 12 12 


ELECTRICAL SPECIFICATIONS 60 cycle standard| 
Volts to 115 115 115 
Watts (Maximum) ewe 1000 1000 1000 


PLUMBING SPECIFICATIONS 
Hot water iniet Saree . . Hose Connection Y2" YQ" Hose Connections 
Drain (Gravity) we ez 1a” Yo" 142” 
POTIY CUI) «osc ccc as tut . 


WATER CONSUMPTION—Gallons per Full Cycle. . 943 9144 11% 11% | 11% 


FINISH , White, Stainless, White, Stainless, ; 
Porcelain wood hue Copper wood hue Copper Tone, Solid maple 
Colors and special woods inside and Tone, Antique Antique Copper Plate, cutting top 
can be matched locally. out Copper Unfinished Birch 


Ww 


w 


DIMENSIONS—(inches) D W H D W 4H D W 4H D W 4H D W 4H 
Built-in 2442 24 34% 2442 24 3442 2442 24 34% 
Free Standing 2842 23% 34%; 25 24 36 25 24 36 25 24 36 26% 24 36% 
Dishwasher- Sink 25 48 36 


KitchenAid Home Dishwasher Div., The Hobart Manufacturing Company, Troy, Ohio in Canada: 175 George St., Toronto 
SEE YOUR DEALER 


Form 5-1060 LITHO IN U.S.A. 








When the Northern California Electrical Bureau an- 


nounced an ambitious freezer campaign this summer, 
local dealer groups in the area designed their own 
tie-ins and in the process discovered .. . 


ITS A 
DOG-GONE 


GOOD 
PROMOTION 
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- FREEZER PROMOTION 





“My rew freezer lets me enjoy more 
good times with my family” 


toes te momere women * 






‘ 





BASIC PROMOTIONAL PACKAGE 
included dealer aids featuring the 
“no bones” theme, advertising by 
PG&E in “Sunset,” and displays in 
the 123 PG&E local offices. 
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Ways 
To Make 


ood Promotion 
Better 


You’d have thought that the Bureau’s packaged freezer pro- 
motion backed up by more than $120,000 and with plenty of 
prizes for dealers and salesmen would have satisfied them. 

Instead, it whetted their appetites, got them involved in de- 
veloping local variations to implement the area-wide promotion 
with freezer sales building ideas keyed to individual markets. 

The results? Four divisions exceeded quotas with one (North 
Bay) selling almost 50% more than in 1959. In the entire area 
sales came to 9,455 units. While this is a drop of 0.5% from 
1959, national sales during the period were down 11%, say 
company Officials. 

Here’s the way the Bureau organized the basic promotion— 
and here, too, are the nine ways in which the local dealers 
“improved” on it: 


By Howard J. Emerson 


THE BASIC PACKAGE WAS GOOD 

Mother Hubbard’s dog was the central figure in the pro- 
motion which was built around the slogan “No Bones About 
It ... We Need a Freezer.” To implement this idea, the Bureau 
provided five kinds of assistance to its 1,351 appliance dealer 
members. They were: 


Dealer Aids. Dealers received a kit with the following point of 
sale materials: (1) A pole card with the Mother Hubbard theme 
picture in four colors, plus a 40-in. slotted pole; (2) Paper 
window banner carrying theme picture; (3) Two freezer strips 
in black and flourescent green; (4) Dummy frozen packages; 
(5) Information folders and display entry forms. 


Advertising. From the sponsoring utility, PG&E, the freezer 
promotion received $109,000 worth of support, mostly through 
the following efforts directed at the prospective freezer cus- 
tomers: (1) Two large advertisements in 52 daily and 180 
weekly newspapers; (2) 1,875,000 bill inserts; (3) Full page 
advertisement in the regional edition of “Sunset”; (4) 400 bill- 
boards with 24-sheet full color reproductions of the Mother 
Hubbard scene; (5) 2,100 posters of the same scene on PG&E 
vehicles during July; (6) Posters and display space for dealers’ 
freezers in 123 PG&E offices; (7) 2% minutes of commercials 
on each TV show sponsored by the utility each week. 


Prizes. Incentive builders to get dealers active in the merchan- 
dising of freezers were the 135 prizes valued at $4,158 offered 
by the NCEB. First prize in each chapter area was a framed 
life-size oil painting of the winning dealer (or a member of his 
Continued on page 18 
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family). The other 108 prizes were $13.50 value 
packages of three Van Heusen shirts. These 
prizes were awarded through drawings held in 
each area. To be eligible for a prize, a dealer had 
to: (1) Install a display including at least two 
freezers of the participating brands; (2) Make 
use in the display of the NCEB point of sale 
materials and frozen food packages. 


Tie-ins. The NCEB worked with the Frozen 
Food Forum to procure 50,000 dummy food 
packages and cans used in displays. Together 
the groups developed “Frozen Food Week in 
Northern and Central California,” so the pro- 
motion could be carried on by the food dis- 
tributors and their supermarket outlets. 


Manpower. To get the $120,000 promotion 
operating at dealer level, the NCEB made use 
of the 31 men who work as dealer representa- 
tives for PG&E. Through these men, who serve 
as secretaries of the NCEB chapters in their 
areas, the promotion was carried to almost 
every one of the 1,351 dealers through a per- 
sonal telephone call or a visit to the store. 


HOW DEALERS MADE IT BETTER 

Through group and individual action, mem- 
bers of the Northern California Electrical Bu- 
reau greatly increased the effectiveness of the 
association-utility effort. The association effort 
set the stage, created an area-wide interest in 
freezers, and provided dealers with most of the 
tools and some personal incentive, but it took 
dealer action to get the prospect into the stores 
and to get sales on the books. 









FREE MEAT 
FOR THE FREEZER 







Two NCEB chapters made such an offer to 
implement the general promotion with a means 
of getting prospects into the stores. 







More than 5,000 prospects entered the contest 
held by the nine appliance dealers in the small 
city of Ukiah (pop. 6,200). And the only cost 
was for newspaper and radio advertising plus 
the printing of entry blanks. The dealers there 
offered the public one quarter of beef, one lamb, 
a $15 and $10 order of frozen foods. This would 
have represented a sizeable outlay for-the deal- 
ers—if they’d paid for the prizes. Instead, the 
dealers procured the beef as a gift from the 
Cattle Growers Assoc., the lamb free from the 
Wool Growers Assoc., and the frozen food or- 
ders free from local purveyors. 














The free meat approach used by dealers in the 
Salinas area was more complicated, but had a 
broader appeal to the public. Contest tickets 
were printed in one full page advertisement 
and two quarter pages. Each ticket had provi- 
sion for validation by more than one of the 
eight participating dealers, and the amount of 
free frozen beef a contestant could win was con- 
tingent on the number of validations. If a win- 
ner in the drawing had the coupon validated 
at one store, the prize was 25 pounds of beef; 
if it was validated in two stores, the prize be- 
came 50 pounds of beef—and so on. As a major 
effort to get contestants to visit every dealer’s 
store, the contest provided that if the winner 
in the drawing had the coupon validated at all 
eight dealers’ stores the prize of 200 pounds of 
beef would be accompanied by a 13-cubic-foot 
freezer. 

























FREE FREEZERS 






Giveaways like this get the interest only of 
the people who don’t have a freezer but who 
need one. Used as a prize, a freezer serves as a 
steady advertisement for the promotion, exposes 
the features of the modern freezer to all contest- 
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Ways To Make A Good Promotion Better 
| “APPLIANCE DEALERS ¢ [-— 


i tree 
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coincide with community’s annual “Sidewalk Days. 


store in midtown for the week. 


ants, increases the desire for ownership, and 
eases the path of the salesman who follows up 
the leads the contest develops. 


Eight dealers in Napa got 20,000 prospects for 
follow-up because they pulled every stop in 
promoting the 16-cubic-foot freezer they offered 
as prize. First, they took advantage of a city- 
wide merchandising activity scheduled for mid- 
July. All merchants joined together for ‘‘Napa 
Sidewalk Days.” Every dealer puts his specials 
on the sidewalk during the celebration and 
decorates with a carnival motif. To get maxi- 
mum attention to their offer of the free freezer 
the dealers rented a vacant stere in midtown 
for the week. On the sidewalk they displayed 
the freezer, had it attended by a clown, and 
offered free balloons which had been printed 
with the Mother Hubbard theme of the NCEB 
promotion. Contest entry bianks were passed 
out there, but they had to be filed out and de- 
posited at one of the eight dealer stores. 


Dealers in Stockton offered two 12-cubic-foot 
freezers as prizes, with the winners to be 
chosen by a drawing. The entry blanks were 
mailed to every residential customer of PG&E’s 
Delta District. The contestants had to deposit 
the entry blank at the store of a dealer carry- 
ing one of the participating brands. The two 
winners chose any brand of freezer they wished, 
but the cost of the prizes was prorated among 
all the distributors serving the Stockton area 
($50 each). 


Instead of a freezer, the dealers in the NCEB 
group at Chico, Willows, Orland and Paradise, 
offered the winner of their contest $300 toward 
the cost of a freezer. The association arranged 
with all participating distributors to get what- 
ever freezer the winner chose at one-half the 
wholesale price. 

To promote the contest, the dealer group cre- 
ated “Freezer Month” and arranged special tie- 
ins with local radio KPAY and 15 food markets. 
Twenty-three dealers signed up for radio spots 


Fiobo Piceyer: 


> Bet Pot ray 
MADE SIDEWALK DAYS 
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CAPITALIZING ON LOCAL merchandising activity, NAPA dealers made their offer of a free freezer 
To get maximum attention, dealers rented a vacant 


at a total cost of $25 for each Chico dealer. 

The dealers arranged with the 15 food mar- 
kets to distribute entry blanks which had to be 
deposited in a participating store. 

A profitable switch for the dealers in this 
area was inclusion of the “model number” of 
the freezer the contestant listed as her choice 
on the entry card. This requirement gave the 
23 dealers a chance to have personal contact 
with each entrant. 


FOOD MARKET 
DISPLAYS 


One estimate indicates that close to 250,000 
people were exposed to a freezer display in 
food markets in Northern California during 
July. 

In most cases, the displays in food markets 
were tied in with the local dealer group’s pro- 
motion—usually a give-away. Seven thousand 
of the people who saw freezers in nine food 
markets in Santa Rosa filled out an entry blank 
for prizes which included a ‘freezer, several 
frozen food orders and sets of tickets to the 
Giant baseball games. Entries had to be de- 
posited at the dealers’ stores. 

In nearby Marin County, the dispersion of 
food markets, the many communities and the 
separation of the participating dealers made 
that program unweildly. So the 13 dealers there 
had freezers in 13 food markets, permitted the 
contestants to deposit entries at the supermar- 
kets. The result was a total of more than 50,000 
entries to the contest offering one free freezer. 
(This number does not include the lady in San 
Raphael. Instead of filling out an entry blank 
she collected her food items and went to the 
checkout. When the checker asked “is there 
anything else today?” she said she wanted that 
freezer over there. “Please deliver it,” she said. 
Instead the checker called dealer Chuck Oliver 
who obliged by making the cash sale and de- 
livery that very same day.) 


ELECTRICAL MERCHANDISING WEEK 































A FREE ICE CREAM 


In Red Bluff and Redding this offer was used 
to draw prospects, and then it became a closer. 


Free dixie cups of ice cream were offered to 
everyone who came into the stores of 15 of the 
21 dealers belonging to the association. Not 
participating in this phase were the furniture 
stores which could not afford to have ice cream 
being eaten in the store. Through a local dis- 
tributor of ice cream products, the association 
arranged for dealers to buy the ice cream cups 
for 55¢ a dozen, with a dozen free for each 
dozen purchased. 


One gallon of the best quality ice cream for 
each cubic foot of the freezer was the “closer” 
offered by the 21 dealers. Unlike most of the 
give-aways offered by other dealer groups, this 
one was designed to get action during the peak 
of the promotional effort. The distributor 
agreed to sell the dealers ice cream at $1.00 a 
gallon, well below the best quantity price to 
supermarkets. In return, all dealers featured 
the brand name of the ice cream in ads. 


SCHOOLS FOR 
PROSPECTS 


Freezer schools were arranged in the pattern 
of this one held by Madera Furniture Co. in 
Oakhurst, a village close to Yosemite Park. 
Through a boxholder direct mailing, the dealer 
invited every woman in Oakhurst, Awahnee, 
Coarsegold and Bass Lake to a demonstration 
called “Freeze Yourself Some Spare Time.” On 
the morning of the demonstration, the dealer 
telephoned all women in the Oakhurst area. 

Special attention was taken at Madera Fur- 
niture to use all the freezer campaign materials 
as a backdrop. 


6 INCENTIVES FOR 
SALESMEN 


Normally, the NCEB flavors its promotional 
activities with a variety of incentives to make 
retail salesmen active participants. EM Week 
could locate only two efforts this time: 


Prize money ($200) was set up for the sales- 
men of dealers in the Stockton area. In arrang- 
ing their local implementation of the area-wide 
promotion, the dealers operating as the Appli- 
ance Dealers Assn. of San Joaquin County set 
up this jackpot to encourage salesmen to push 
freezers when normally much of their attention 
would be on refrigerators and laundry. 

At a “kick-off” breakfast meeting, the sales- 
men were told they would participate in a 
drawing for two $50 prizes and ten $10 prizes. 
Each salesman’s chances in the drawing would 
depend on the number of tickets he turned in. 
For the sale of a freezer retailing at $199.50 
or more a salesman received one ticket; for the 
sale of a freezer retailing at $365, a salesman 
received two tickets. 


Thirty-six shirts went onto the backs of retail 
salesmen in the San Jose area. For each freezer 
sold the salesman received a chance toward a 
drawing which gave each of 12 winners a set 
of three wash and wear shirts. 


TRAINING SALESMEN 


A freezer sales training clinic was sponsored 
by dealers in San Mateo. Five of the distribu- 
tors participating in the promotion supplied 
their representatives to give an eight-minute 
presentation each on the techniques of selling 
freezers. This was followed by a 30-minute 
program featuring the PG&E home economist 
on ways to sell freezers by demonstrating food 
preparation and food savings. The same pro- 
gram by the economist was given in San Jose. 
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PRIZES FOR 
DISPLAYS 


In Stockton, the local group got the dealers in- 


BEEF 
LINMERS 


9 DEALER INGENUITY 


Scores of dealers recognized the opportunities 
the promotion offered and put their own ideas and 
organizations to work to make the most of it. Here 
are two outstanding examples of dealers who 
profited by self help: 


$10,000 worth of appliances including five freezers 
were sold during a 10-day period by Neil Clark 
of Chico by offering 69¢ TV dinners for 25¢ for a 
three-day period. He limited sales to “four to each 
adult” but raised it to five dinners for anyone who 











terested in maximum instead of minimum displays 
by offering $100 for best efforts—$50 for the best 
window, $50 for the best floor display. Judges 
were local residents, excluding dealer and utility 
personnel. 


VE NEED A FREEZER 





deposited at Clark’s the entry blank for the free 
freezer being given away by the association 
During the three days, Clark sold 160 dozen TV 
dinners, providing him with between 380 and 
480 freezer prospects. i 

Clark also offered 100 TV dinners free (a $69 
list value) with any of his G-E freezers. 


A 600% increase in freezer sales was enjoyed by 
Firestone Store Owner Eddie Cordiera in Los Ba- 
nos because he knew his predominantly rural 
customers like to freeze their own garden prod- 
uce. He offered $25 worth (list) of freezer pack- 
aging materials with the purchase of any freezer 
during the promotion. 
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MAKE MORE 


SQUARE FOOT THAN ON 
ANY QIHER APPLIANCE 


Waestinghoutt remo — | 


fe) = SELL 


: ! THE 

EASIEST 

10 

SELL! 
WESTINGHOUSE 
DEHUMIDIFIERS! 


Westinghouse Dehumidifiers outsell all 
others! They are more profitable, too, be- 
cause they are the best looking, best per- 
forming and most service-free units on the 
market. You can forget delivery, installa- 
tion, trade-ins, service. The customer just 
takes it home and plugs it in. But right 
now, you’ll make even more because there 
is a special early season program which 
gives you extra profit . . . and a complete 
selling center display, worth $26, FREE! 
So buy now .. . Sell the easiest to Sell! 
You can be sure . . . if it’s Westinghouse. 























Model ECS 7000 


Westinghouse 


ELECTRICAL MERCHANDISING WEEK 




















aaa al 


NEW 


PRODUCTS 


FEATURES THIS WEEK 


Admiral 1961 appliance lines e General Electric 1961 
refrigerator and freezer lines e Uropa bar refrigera- 
tors e Mathes music center e Muntz 23-inch TV e 
Capitol stereo phono e Motorola auto radios 


ee en 








ADMIRAL 1961 Freezers 


Three chest and 5 uprights comprise 
the 1961 line. Uprights range from 9 
to 15.2 cu. ft.; all have flush-hinge 
doors that open within the cabinet 
width and vented shelves. Most have 
no coils on back. Features include 
glide-out loading rack shelf; full- 
width glide-out basket; automatic 
signal light; 4 door shelves; pop-out 
can dispenser rack; double seal door 
gasket; copper bronze trim; porcelain 
interior. TVN 149 and FVN 169 fea- 
ture no defrosting. 


‘Chest models come in 15.3-, 19.7- and 


23.1-cu.-ft. sizes; each has a special 
3-cu.-ft. fast freezing compartment; 
counterbalanced safety lid; built-in 
door lock; removable storage basket; 
large warning light. Smallest chest, 
FH 164 holds 536 lbs. Admiral Corp., 
3800 Cortland St., Chicago 47. 





ADMIRAL 1961 Refrigerator Line 


Highlighting the 1961 Admiral re- 
frigerator line of 10 basic models is 
a 20-cu.-ft. Duplex side-by-side re- 
frigerator-freezer combination in a 
single cabinet; and 3 upright combi- 
nations that never require defrosting 
in either compartment. 

The Duplex comes in 3 models, RF224, 
(refrigerator compartment never re- 
quires defrosting); RF226, (refrigera- 
tor and freezer compartment never 
require defrosting); and RF229, (same 
as 226 with an automatic ice cube 
maker). 

The Duplex provides 9.9 cu. ft. 
frozen food storage and 10.3 cu. ft. 
fresh food storage in a single cabinet 
48 in. wide. The left side is the freezer 
that holds 346% lbs. frozen food. The 
ice cube maker in RF229 can produce 
up to 100 cubes a day and automati- 
cally replace used cubes. A new glide- 








out shelf simplifies sorting; a roll-out 
basket at bottom holds bulky, odd- 
shaped packages and is removable; 
the pantry door has 4 deep ca- 
pacity shelves and a 16 can juice dis- 
penser rack. Right half is all refriger- 
ator which maintains high humidity 
level to prevent fresh foods from dry- 
ing out; 4 of the 5 shelves glide out; 
1 shelf is adjustable to 3 positions. 
Other features are a full-width, re- 
movable porcelain crisper; 18 lb. meat 
keeper; butter and cheese storage 
compartments; 3 tall bottle door 
shelves; 2 scalloped trays that hold 
3 doz. eggs; thin walls packed with 
high density fiberglas insulation; no 
coils on back for flush to wall and 
cabinet installation; a new type dou- 
ble seal door gasket; choice of exte- 
rior colors. 
3 Dual-Temp units have freezers at 
the top in 12.5- and 14.5-cu.-ft. size; 2 
upside-down models have a capacity 
of 14.5 cu. ft. including a 4.1-cu.-ft. 
freezer section (net NEMA sizes). 
Both have interior lights and an 
automatic ice cube ejector that stores 
175 cubes in a portable container. 
Dual-Temp combinations come _ in 
single and double door models. Those 
with 2 doors are available in 2 ver- 
sions: with no defrosting in refrigera- 
tor and freezer, or with no defrosting 
in the fresh food compartment only. 
They have glide-out shelves; full- 
width porcelain vegetable crisper; 
separate butter and cheese bins; scal- 
loped egg trays holding more than 2 
doz. eggs; door shelves and coil-free 
backs for flush installation; double- 
seal door gasket and choice of exte- 
rior colors: white, yellow, copper 
bronze, turquoise and pink. Admiral 
Corp., 3800 Cortland St., Chicago 47, 
Til. 





ADMIRAL 1961 Dishwashers 


Admiral’s 1961 dishwasher line con- 
sists of 3 models, Custom portable 
DP902 with 9 place settings capacity; 
Imperial 


portable DP124, 12 place 





settings and Built-in DU126, 12 place 
settings. 

Custom portable is top loading; the 
complete wash-rinse-dry cycle takes 
36 min., uses 6.8 gals. water; a 900w 
element maintains minimum 140-deg. 
water temperature. When counter- 
balanced lid is raised the cycle stops 
and dishes can be added; when lid is 
locked the cycle continues without 
loss of detergent or water. 

Imperial portable holds 132 pieces; 2 
compartmented silver baskets hold 
up to 60 pieces and can be removed 
for loading; dual pushbutton control 
provide a double wash cycle with 
twice the cleanability of the normal 
cycle; twin self-cleaning dispensers 
automatically add correct amount of 
detergent. It rolls on swivel casters; 
water hose with adapter snaps onto 


any faucet. 

An Imperial built-in dishwasher for 
under-counter installation in new, 
homes as well as modernized kitchens 
loads from the front and has a re- 
volving top tray for better washing 
action to glasses and cups. The tray 
can be adjusted to 3 positions to 
accommodate tall glasses. The built- 
in model features a double-wash cy- 
cle for heavily soiled dishes. Hot 
water is circulated at a rate of 
2400gpc, although only 10.5 gal. water 
are consumed. A special guard pre- 
vents dishes or silver from falling 
into the impeller blades. A 1080w 
element maintains minimum 140-deg. 
temperatures and dries the load after 
washing. Door panels are available 
in a choice of decorator colors: 
brushed chrome, pink, white, yellow, 
turquoise, or copper bronze. Admiral 
Corp., 3800 Cortland St., Chicago 47. 





ADMIRAL 1961 Ranges 


A “convertible” Admiral range that 
can be used free-standing or con- 
verted to a customized built-in oven 
and surface unit without remodeling 
expense highlights the 1961 ranges. 

Available in 30- and 40-in. sizes, it 
supplements the regular line of 3 30- 
in. and 3 40-in. models. Features in- 
clude Flex-O-Heat controls which can 
dial any unlimited number of flame- 
less heat settings located in an island 
in the back of the divided range top. 
There is a large oven with infrared 
broiler, removable oven door, op- 
tional full-width storage drawer for 
pots and pans. Both sizes are avail- 
able in deluxe models with an auto- 
matic timer clock and minute minder. 
The “convertible” can be _ installed 
flush against a wall and between cab- 
inets. Designed so tha: strip of 
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moulding can be installed along the 
back to match the kitchen decor, the 
4RG1 and 4RG3 series each has a 
waist-high storage drawer and op- 
tional full-width drawer. 
Highlighting the balance of the line 
are the Imperial models in each size 
incorporating a surface unit with 
automatic temperature control, ther- 
mometer-type heat indicators, roast 
meat thermometer control, new auto- 
matic timer clock, and “hot spot” 
surface unit to provide fast boiling. 
The 40-in. range 4RG8 has a double 
oven. 

Other features include appliance 
outlets, removable oven door with 
large non-fogging picture window, re- 
cessed top to prevent spillovers, pro- 
vision for optional rotary 
aluminum control panel splashguard 
at back; choice of pink, turquoise, 
yellow, white and copper bronze in 


roaster; 











Imperial models. All have spun glass 


insulation; microtube surface units 
with wing-type control knobs; roller 
kit optional for moving range away 
from wall. Admiral Corp., 3800 Cort- 
land St., Chicago 47. 
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Admiral Bows 


Dehumidifiers 


Two new dehumidifiers have been 
announced by Admiral: 
Supreme portable can dehumidify an 
area up to 10,000 sq. ft., and remove 
up to 1 pt. of water per hr.; moisture 
container has a capacity of 16 pts. 
water; a hose can be attached to a 
threaded fitting and placed in a floor 
drain to permit continuous drainage 
of the moisture collected 
Deluxe Imperial can dehumidify up 
to 13,000 sq. ft.; it can remove 32 pts 
water in a 24-hr. period; features a 
humidistat control that automatically 
turns the dehumidifier on whenever 
the humidity becomes oppressive. 
All parts are covered by a l-yr. 
warranty. While the hermetically 
sealed unit carries a 5-yr. protection 
policy. Admiral Corp., 3800 Cortland 
St., Chicago 47. 
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ADMIRAL RULER SERIES 


ADMIRAL REMOTE CONTROL UNIT 


ADMIRAL 1961 Air Conditioners 


The 1961 Admiral room air condi- 
tioner line features a wireless remote 
control that can perform 13 different 
operations and does not have any 
cable or wire connection. The Super- 
Son-R wireless remote control similar 
to that used on Admiral’s 19- and 23- 
in. TV sets, has 7 transistors and 1 
diode, and is always ready to receive 
the signal from the 2-button Son-R. 


The remote control air conditioner 
is produced in a 2-hp model with a 
cooling capacity of 18,000 Btu; can 
be installed out of reach in a wall 
and never be touched. From an easy 
chair or bed one can turn the con- 
ditioner on or off, select high, medium 
or low fan speed and the following 
comfort controls: fan only, cool, cool 
vent, vent only. The unit features 


on-off lights and 4 indicator lights. 
Highlighting the compact Ruler series 
of 1-hp air conditioners is an im- 
proved accordion-type Flex-O-Mount 
that expands on both sides to per- 
mit instantaneous installation with- 
out tools and eliminate air leakage. 
Fits windows up to 40 in. wide. 

Coronet series has 2. 1-hp models with 
cooling capacity of 9,500 and 10,000 
Btu for use in large rooms. Royal 
series offers 1 1-hp model with ca- 
pacity of 12,000 Btu and 2 2-hp mod- 
els with a capacity of 18,000 Btu 
capable of cooling a small ranch-type 
house. All have automatic thermo- 
stat to maintain room temperature at 
desired level, germicidally treated 
poly-sponge filter which can be rinsed 
clean with warm water and never 
needs replacement and a 360-deg. ad- 
justable air flow louver. Admiral 
Corp., 3800 Cortland St., Chicago 47. 





MOTOROLA Auto Radios 


Motorola announces 3 new custom 
designed auto radios intended for 
after-market installation in Chevro- 
lets and Buicks. Two are completely 
transistorized; a Chevrolet radio com- 
bines transistors with vacuum tubes. 

All-transisitor radios have 5 tran- 
sistors, 3 diodes, 1 thermistor, and 
provide almost 3w audio power. 
Motorola Inc., 4545 W. Augusta Blvd., 
Chicago 51. 





NOW STARTING OUR THIRD YEAR WITH THE FINEST NAME 
IN ELECTRICITY, WE PROUDLY PRESENT... 


THE QUALITY ROOM AIR CONDITIONERS 
YOU GAN SELL WITH CONFIDENCE 





QL Edison. 


ROOM AIR CONDITIONERS 


MAIL THIS COUPON TODAY FOR DETAILS OF THE 


MOST VALUABLE APPLIANCE FRANCHISE AVAILABLE TODAY 








Home Comfort Appliances 


Albion, Michigan 
in Canada: 574 Fourth Line, Oskville. Ont 
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Thomas A. Edison Home Comfort Appliances, Dept. AE-125 


McGraw-Edison Company, Albion, Michigan 


Please send complete information on the new 1961 Thomas A. 


Edison Room Air Conditioners. | am a 1 Distributor 


a 


0 Dealer 





Company- 





Street 











UROPA “Bar-Fridgette”’ 
Line 
Uropa International is adding 3 bar 
models in genuine walnut or mahog- 
any cabinets for offices, showrooms, 
dens and recreation rooms, hotels, 
wherever refrigerator.is desired but 
furniture decor must be maintained. 
The 2-cu.-ft. refrigerator freezes up 
to 54 ice cubes in 2 trays; legs are 
brass ferruled with ball bearing cas- 


ters for easy mobility; doors are hung .- 


on brass piano hinges. 

No. BFA II is the price leader in ma- 
hogany or walnut. It is a standard 
Uropa refrigerator model housed in 
a wood cabinet on removable legs. 
No. BFT II is a hutch-type bar top 
accessory with plastic coated drop 
leaf and adjustable shelves. 

No. BFA III is a complete 2-door, self- 
contained refrigerator with bar sec- 
tion all-in-1. In mahogany or walnut, 
it measures 3142x42x21'%4. 

Prices, BFA II, $149.95 and $159.95 in 
mahogany and walnut respectively; 
BFT II, $34.95 and $39.95; BFA III, 
$189.95 and $199.95. Uropa Interna- 
tional Inc., 16 W. 32nd St., New York 
i; ME. 





A lower priced line of Red Jacket 
Custom “Submerga” pumps is intro- 
duced to supplement the company’s 
present “Imperial” line. They retain 
many of the “Imperial” features but 
are priced to sell competitively. Built 
with a %-in. 6-spline shaft for posi- 
tive drive of impellers, the water 
lubricated motor has windings her- 
metically sealed in stainless steel and 
is of easy-to-service, 3-wire design. 
A shrink-fitted, 2-piece coupling al- 
lows easy disassembly of pump and 
motor. Pump ends are of cast iron 
that resist electrolysis. Impellers and 
diffusers are smooth, corrosion- and 
abrasion-resistant DuPont Delrin. 
Can pump from depths to 400 ft. 
with capacities to 900 gph. Two series 
include 4 sizes of 7 gpm from %4- to 
3%4-hp and 2 sizes of 10 gpm with %- 
and %-hp motors, providing a range 
of models to handle most farm and 
suburban home capacities from most 
pumping depths. Red Jacket Mfg. Co., 
1051 S. Rolff St., Davenport, Iowa. 
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G-E 1961 


Refrigerator-Freezers 


Two middle-of-the-line 13-cu.-ft. com- 
binations are featured in G-E’s 11- 
model refrigerator line. 

Both have double-door zero deg. 
freezers with 3.1-cu.-ft. capacity; 10.1 
automatic defrost refrigerator sec- 
tions; removable covers on ice cube 
trays. 

Deluxe has swing-out shelves; ice- 
ejector tray with storage bucket; foot 
pedal door opening; butter condi- 
tioner; removable aluminum freezer 
door panel which can be covered with 
paper fabric. 

Standard model has same capacity 
with slide-out shelves and a butter 
compartment. 

An 11.5-cu.-ft. single-door combina- 
tion has 2-cu.-ft. freezer; automatic 


DELUXE 2-DOOR COMBINATION (LEFT) 


defrost refrigerator section. 

At top-of-line are 4 Frost-Guard 
models, 2 13.6-cu.-ft. capacity; roll- 
out 3.1-cu.-ft. freezers (1 with swing- 
out shelves, Freeze-N-Store ice serv- 
ice with flipped over trays that eject 
ice cubes into a storage bucket, trays 
that can be refilled with water from 
a pitcher without being removed 
from freezer). The other 2 Frost- 
Guards have 5-cu.-ft. roll-out freez- 
ers and 15.5-cu.-ft. total capacity; 1 
has Freeze-N-Store ice service, the 
other an automatic icemaker. Solid 
swing-out shelves are a 1961 feature. 
Top 3 models have changeable panels 
for color or brushed aluminum, sim- 
ulated wood grain or coppertone 
fronts. 

Other units include 4 dial defrost 
models (2 10-cu.-ft.; 2 with straight 
line design and 11.8-cu.-ft. capacity). 
General Electric Co., Louisville, Ky. 


MUNTZ TV Set 

Muntz announces an Early American 
lowboy No. 23EA with a 23-in. 110- 
deg. bonded and aluminized glare- 
free picture tube; front tuning; 
lighted channel indicator; hand wired 
chassis; prefocused. Muntz TV, Inc., 
Evanston, Il. 








Admiral Announces Built-In Range Line 


Ten built-in electric ovens and 6 sur- 
face units are introduced to meet re- 
quirements of building contractors 
and home remodelers. 
The 1l-piece oven can be easily in- 
stalled in any 24-in. wall opening or 
cabinet; simplicity of installation also 
is featured by the cooking unit which 
is dropped into place and made se- 
cure by tightening 8 screws. The unit 
is 2% in. deep and provides under- 
counter drawer space. 
All the surface cooking units feature 
Flex-O-Heat controls permitting an 
unlimited number of heat settings 
similar to the operation of a radio 
volume control. Tops are recessed and 
divided and can be reversed to move 
controls to the back for increased 
work area. 

A “Hot Spot” surface unit can 


reach maximum temperature quickly 
for fast boiling. RS-50 has an auto- 
matic temperature control on 1 unit 
which thermostatically maintains de- 
sired cooking temperatures and pre- 
vents overheating. 

The built-in oven has controls at 
eye-level height and an automatic 
timer to start and stop cooking. O-30B 
has a large non-fogging picture win- 
dow and interior light as other fea- 
tures. Oven door can be opened a 
full 180 degs. and dropped out of way 
by slight pressure on hinges. Optional 
is an automatic rotary roaster for 
barbecuing. These 1961 models are 
offered in a choice of 5 decorator 
colors: shell pink, primrose yellow, 
turquoise, copper bronze and brushed 
chrome. Admiral Corp., 3800 Cort- 
land St., Chicago 47. 








CAPITOL Stereo Phono 


Capitol announces the addition of 
modern cabinet styling in American 
walnut for 3-piece stereo phono No. 
929T. Two separate, acoustically bal- 
anced speaker cabinets, each with a 
heavy-duty 15-in. oval woofer and a 
3x5-in. tweeter. The changer is a de- 
luxe automatic inter mix, 4-speed, 
automatically turns off. Price, $249.95. 
Capitol Records Dist. Corp., 1759 N. 
Vine St., Hollywood, Calif. 
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AIRCHILD 

Cinephonic Camera 

This 8 mm. movie camera brings 
sound movies within reach of the 
home movie maker. It synchronizes 
sound and action simultaneously, au- 


tomatically on the film and micro- 
phone picks up sound from as far as 


9 ft. making it possible to “sight and 
shoot” with ease. 

Features include a_ self-contained 

miniaturized sound system powered 
by a rechargeable nickel cadmium 
battery; uses a 50-ft. spool of double 
8 mm. film. Controls are grouped for 
l-hand operation; headset permits 
monitoring sound; 3-lens turret ac- 
cepts lenses and exposure meter; 
equipped with standard %-in. lens 
(Fairchild Cinphar 13 mm.) 0; view- 
finder has parallax correction, ad- 
justable * for closeup or distance. 
Footage indicator; weighs 4% lbs.; 
has built-in transistorized amplifier; 
low impedance, dynamic head micro- 
phone shaped for hand use. 
Price, complete with microphone, 
headset, battery, %-in. lens and filter, 
$249. Accessories, extra. Fairchild 
Camera and Instrument Corp., 580 
Midland Ave., Yonkers, N. Y. 





MATHES Music Center 


The new No. 916 stereophonic home 
music center can be equipped with a 
reverberation set playing through all 
6 speakers to give panoramic tonal 
qualities to stereo and hi-fi music. 
Styled in Danish modern cabinets 
of oiled walnut with tambour doors, 
unit features hi-fi AM broadcast, full 
fidelity FM broadcast, AM-FM stereo 
broadcast. New features included are 
easy flywheel tuning; a large dial for 
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more accurate tuning and provisions 
for reproducing TV sound through 6 
hi-fi speakers with a crossover net- 
work; an auxiliary position provides 
for tape deck and sound movies. 

The complete stereo sound system 
features a 30w dual-channel amplifier, 
6 matched hi-fi speakers; it plays 
stereo, hi-fi records and has provi- 
sion for multiplexing when this type 
of equipment becomes available. 
It has a newly designed dual loud- 
ness control arranged so that either 
amplifier channel may be controlled 
separately or both channels may be 
controlled together. It has bass and 
treble control, custom bass and treble 
control, new custom stereo 4-speed 
record changer; a stereo diamond 
stylus plays new stereo and hi-fi rec- 
ords with minimum wear. Price, 
$599.95. Curtis Mathes Mfg. Co., Dal- 
las, Texas. 








GENERAL ELECTRIC 
1961 Freezers 


General Electric announces 3 new 
freezers for 1961. All are uprights and 
have straight-line design with no 
coils on the back so that freezer 
fronts line up with base cabinets. 
Special door hinges permit snug in- 
stallation against a side wall. 

Top of the line is a 13-cu.-ft. Frost- 
Guard freezer in which frost never 
forms. Net food storage is 455 lbs. 

Largest unit of the 3 is an 18.8-cu.- 
ft. model with net storage weight of 
658 lbs. Another upright freezer with 
net storage of 13.7 cu. ft. or 480 Ibs. 
net is the 3rd model. 

In addition all have “book-shelf” 
doors for easy storage and accessibil- 
ity. All are available in white or G-E 
mix-or-match colors. General Elec- 
tric Co., Louisville, Ky. 





PRAK-T-KAL Vaporizer Humidifier 


Prak-T-Kal’s plastic vaporizer hu- 
midifier No. 500 has been redesigned 
in clean, cool blues for color, clean 
grey-white for background and a 


me 


completely revamped logo type with 
the “T” in a blue shield design. 

Boiling action takes place only in- 
side the “Super Safe-T” plastic heat- 
ing element, (the plastic bowl is 
merely a water reservoir), and stops 
automatically when water reaches 
shutoff level. Steaming action starts 
in from 2 to 5 min. after being 
plugged in and continues for approxi- 
mately 12 to 16 hrs. 

Prak-T-Kal’s “Vapor Mist” or other 
medication is quickly vaporized with 
the “medicant heat transmitter” and 
the “floating control valve” provides 
a steady flow of steam. 

An aluminum medication cup on 
heating element holds medication. 
Price, $9.95. Practical Electric Prod- 
ucts Corp., 37-11 47th St., Long Is- 
land City 1, N. Y. 
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Talk Without Wires 


NEW INFRAPHONE, sold by La- 
fayette Electronics, Jamaica, N. Y., 
sends conversations hundreds of 
yards through invisible infrared rays. 





PEOPLE iii 
in the NEWS [" 


Bulova Watch Co.—Charles E. Den- 
ney has been appointed advertising 
manager for special products— 
radios, transistorized radios, port- 
able stereo phonographs, razors and 
other non-watch consumer items. 
He had been an account executive 
with. C. J. LaRoche’ & Co., Inc., 
New York advertising agency. 


General Electric—Albert C. Gubitz 
Jr. has been appointed to the staff 
of the advertising and sales promo- 
tion department of the receiving 
tube department. 


RCA—Bryce S. Durant was ap- 
pointed manager of product and 


the RCA Sales 


development of 
Corp. He succeeds James M. Toney, 
newly appointed vice president. 


CBS Electronics—Donald Christian- 
sen was named to the new post of 
manager of publications for the di- 
vision of the Columbia Broadcast- 
ing System, Inc. 


Capitol Phonographs—Oris Beucler 
was appointed national field sales 
manager. He succeeds Bert Tegger, 
who resigned. 


Admiral—Harvey Gerald was pro- 
moted to regional manager for the 
Admiral Sales Corp. in Florida. He 
formerly was eastern regional man- 
ager for the radio division. Merle 
Farber, a field merchandising spe- 
cialist in the television-appliance 
corporation, will succeed Gerald. 
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was made to dealers: 
service calls.”’ 


. The year the concept of home laundering was changed for- 


ever .. 


. the year the first really salable automatic clothes dryer 


came into being, and appliance dealers suddenly faced the happy 


prospect of a completely new business potential. 
It was the year of the HAMILTON JUNE DAY DRYER, and after all those years 
countless JUNE DAY DRYERS are still in regular use! 


Way back then, when Hamilton introduced the automatic dryer, this promise 
. the Hamilton frees you from the expensive nuisance of 


Remember? ... 





NOW, 22 YEARS AND OVER A MILLION DRYERS LATER. 


Hamilton i is still keeping that promise. In addition to producing the original automatic dryer, 
Hamilton has continued to pioneer in the development of many “firsts” to make clothes drying 


easier, quicker and more convenient for the homemaker with each succeeding year. And in 
spite of the many features added through the years, that original promise of service-free opera- 
tion is still true. Hamilton has consistently maintained a service-cost record among the lowest 
in the industry. 

Product features, styling, dependable service to the consumer . . 
merchandising and promotion programs for the dealer . . 
profit for you. 


. low service cost, sound 
. all add up to more sales and more 


If you’re interested in making more money ...on the bottom line where it counts... 
see your Hamilton distributor for the full story or write Hamilton Manufacturing Company. 


When it comes to Electric Appliance Business 
YOU'RE A STEP AHEAD WITH HAMILTON and still the leader 


Slamilton. 


AUTOMATIC WASHERS « AUTOMATIC CLOTHES DRYERS* HAMILTON MANUFACTURING COMPANY TWO RIVERS, WIS. 


the original... 





| 
| 
| 


Northern Electric Co.—William L. 
Dillmuth was appointed regional 
sales manager, a newly created 
post. He formerly was merchandise 
manager for Dan River Mills. 


Motorola—Alex Arnold was named 
a vice president of the company, 
continuing to function as controller, 
the title he formerly held. 


Maytag—H. Don Crawford Jr. was 
named regional manager of south- 
west Alabama and William T. Bil- 
bro was transferred from that ter- 
ritory to a territory serving counties 
in southwest Georgia and southeast 
Alabama. 


Brown Stove Works, Inc.—Charles 
C. Stouffer has been named sales 


rep for New Jersey and eastern 
Pennsylvania. 


There are 


lu¢ profits 


in Paragon 
appliance | 


Write: 


PARAGON 


ELECTRIC COMPANY 
1638 Twelfth St. « Two Rivers, Wis. 
TIME 1S MONEY — CONTROL IT WITH PARAGON 


MERCHANDISING 
SUPPLEMENT 
SECTION 


ee 


a 


Pn ht ttt nt 


: 








FAMOUS 


Permanently 


splices broken 
1 ole 





Just nant wire 
ends and crimp 
tight with ordi- 
nary pliers. 


MEND-IT SLEEVE MFG. CO. 


3125 Gloria Terrace 


WRITE FOR CATALOG 
& FREE SAMPLE 


Lafoyette, California 
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DISTRIBUTOR iil 
APPOINTMENTS [iil 


GIBSON—Douglass Distributing 


Co., Little Rock, for 48 Arkan- 
sas counties; Boyd Distributing 
Co., Inc., Denver, Colorado, 10 
Wisconsin counties and 11 Ne- 
braska counties; Rogers & Bald- 
win Hardware Co., Springfield, 
Mo., 29 Missouri counties, 10 
Arkansas counties and Chero- 
kee County, Kansas; Allied 
Supply Co., Inc., Dayton; Arn- 
old Wholesale Corp., Cleveland. 


IONA MANUFACTURING CO.— 


J. B. Calder Co., San Francis- 
co; Southwest Hardware and 
Equipment Co., Houston; Aaron 
Distributors Inc., Mt. Vernon, 


IRONRITE INC. — McCollum-Law 


Corp., Denver, Colorado, west- 
ern Nebraska, western Kansas, 
northern New Mexico and 
southern Wyoming; Corwin- 
Hall Distributing Co., Los Ang- 
eles, Southern California; Cho- 
quette and Co., Inc., Providence, 
R. I., Rhode Island, northeast 
Massachusetts and New London 
County, Conn. 


BELL SOUND—Audiocraft, Inc., 


Seattle; C&O Electronics Inc., 
Monroe, La.; Central Distribut- 
ing, Portland, Ore.; Dunlap 
Radio & TV Supply Co., Marys- 
ville, Calif., Federal Electron- 
ics, Inc., Vestal, N.Y.; Glendale 
Electronic Supply Co., Detroit; 
Graybar Electric Co.; Cincin- 
nati; Hollander & Co., Inc., St. 


Electronics, Oklahoma City, 
Okla.; Mainline Cleveland, 
Cleveland; Mast Development 
Co., Ine., Davenport. Iowa; 
Melvin Electronics, Oak Park, 
Ill.; Midland Specialty Co., El 
Paso, Tex.; Miller’s Radio and 
T.V. Supply Co., Inc., Oakland, 
Calif.; Morris Electronics of 
Syracuse, Inc., Syracuse, N. Y.; 
Nystrom Brothers Co., San Die- 
go, Calif.; R.T.A. Distributors, 
Inc., Albany, N. Y.; Radio Dis- 
tributing Co., Indianapolis, Ind.; 
Servex Electronic Distributing, 
Inc., Marion, Ohio; Srepco, Inc., 
Dayton, Ohio; Standard Electric 
Supply Co., Milwaukee, Wis.; 
Standard Supply Co., Salt Lake 
City, Utah; Wise Radio} Fort 
Smith, Ark. 


Houston; Central Air Condi- 
tioning, Inc., Memphis, Tenn.; 
Dunbar Metal and Supply Co., 
Charleston, W. Va. 


REO AND DUO-THERM—Romine 


Industries, Inc., Indianapolis. 


REVERE HEATER CO.—Bryant 


Tri-State, Pittsburgh, 20 Penn- 
sylvania counties, 20 West 
Virginia counties, six Ohio 
counties; E. A. Holsten Co., 
Richmond and Roanoke, Va., 56 
Virginia counties and six West 
Virginia counties. 


ARVIN INDUSTRIES, INC.—Ken- 


neth E. Luger Co., Minneapolis, 
as manufacturer’s representa- 
tive in North Dakota, South 
Dakota, Minnesota and north- 


N. Y.; Electrical Supply Co., 
Chicago; American Surplus Co., 
St. Paul, Minn.; Muruth Distri- 
butors, Fairless Hills, Pa.; A. M. 
Bell Co., Halifax, Nova Scotia; 
Ellis and Howard Co., London, 
Ontario. 


Louis, Mo.; Johnson Wholesale PERFECTION—J. A. Walsh & Co., ern and western Wisconsin. 


DEALER’S CHOICE 
























PENTRON ELECTRONICS—Krich 
—New Jersey, Inc., Newark, for 
northern New Jersey; Arthur 
Selnick, Baltimore, as factory 
representative in the Phila- 
delphia, Baltimore, Harrisburg, 
Washington and Richmond 
markets; Motorola-Baltimore, 
Inc., Baltimore trading area; 
American Wholesalers, Wash- 
ington metropolitan area. 

















ILLINOIS WATER TREATMENT 
CO.—Raybar Associates, Chica- 
go, as sales representative in 
Chicago, northern [Illinois and 














Wisconsin. / 


Model KD365 Olympic 6-Way StereoCenter ) ' 


Choice of more stylings! More fine furniture finishes! 
New color TV... 21”, 23”, 24” black-and-white TV (diag. meas.) 
AM, AM/FM, or Simulcast stereo radio! os a 


. ae cs 
Custom hand wiring, power transformer, tilted | ba “i | 
removable “Eye-Eeze” filter! J e) 
Exclusive new Sound Control Center with ‘Lights 5 | e 
That Sell” gives player’s choice... from all-in-one 7 | 
stereo to stereo-all-through-the-house, at the flick of : | 


a 7 <<" met : 4 
for the (|, STEREO-TV-RADIO. «sec wesnvos LA 








| ¢ 3 separate push-button controls for e-x-p-a-n-d-e-d 3-D sound, 


6-WAY COMBOS) «== 
most widely | 


Sell multi-speaker hookups for extra speaker enclosure profits! 


DEALERIZED, DOLLARIZED with the industry’s most 


successful pricing-merchandising formula... 


to step-up your profits! 





advertised 
appliances 








EXTRA VALUES...STEP-UP PRICING...ALL WIDE MARGINS...MORE NET PROFITS! 


()} WORLD’S LEADER IN COMBINATIONS 
pic. 


DIVISION OF THE SIEGLER CORPORATION 





FIND US FAST IN THE YELLOW PAGES 





ADVERTISED IN LIFE + LOOK + POST « HOUSE BEAUTIFUL +» HOUSE & GARDEN + LIVING +» GOOD HOUSEKEEPING » EBONY + N. ¥. TIMES MAGAZINE + ‘THIS WEEK’ SUPPLEMENT 
Olympic Radio & Television + Olympic Building + Long Istand City 1,N.Y¥. + World’s Leaderin Combinations + TV + Stereo Hi-Fi + Radios « Phonographs 
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A Quick Check of BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index (1957 — 100) 


RETAIL SALES 
total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV dealers 
($ millions) 


FAILURES 


LATEST 
MONTH 


112 


18.5 


313 


278 


28 


Preceding 
MONTH 


120 


18.0 


317 


277 


19 


YEAR 
AGO 


115 


18.3 


359 


288 


32 


HOW THEY 
COMPARE 


2.6% down* 
(June 1960 vs. 
June 1959) 
1.1% u 
(Sept. 1960 vs 
Sept. 1959) 
12.8% down 
(Sept. 1960 vs 
Sept. 1959) 


3.4% down 
(Sept. 1960 vs 
Sept. 1959) 


12.5% down 


INDEX TO ADVERTISERS 
DECEMBER 5, 1960 


MAJOR APPLIANCES 


Hamilton Manufacturing Co. 
Hotpoint, A Div. of 
General Electric Co. 
KitchenAid Div. of 
Hobart Mfg. Co. 
Thomas A. Edison 
Coolerator Div. 
Westinghouse Electric Corp. 
Maijior Applian ce Div.., 
Deh umidi ifier 


Refrigeration Specialties Div. 
Whirlpool Corp. 


of appliance-radio-TV dealers (Oct. 1960 vs 


Oct. 1959) 
HOUSING STARTS 102.3 : 10.8% down 
(thousands) 


(Oct. 1960 vs 
Oct. 1959) 

AUTO OUTPUT 143.4% up 

(thousands) 

PERSONAL CONSUMPTION 

EXPENDITURES 

for furniture-household equipment 

($ billions) 

DISPOSABLE INCOME : ' 5.6% U 


annual rate ($ billions) (3rd qtr. 1960 
vs. 3rd qtr. 1959) 


CONSUMER SAVINGS 29.0 25.2 22.5 28.8% up 
annual rate ($ billions) is (3rd qtr. 1960 


vs. 3rd gtr. 1959) Electrical Merchandisin 
EMPLOYMENT 66,831 1.0% u Graybar Electric Co. 
(thousands) 


(Oct. 1960 vs. 
Ye 1959). Mend-lt Sleeve Co. 24 
Philco Corp. 26 


Appliance Dolly Sales Co......27 


109.9 


HOUSEWARES 
Paragon Electric Co. 


113.7** 149.8** 


18.74 18.94 ; 1.5% down 


(2nd qtr. 1960 
vs. 2nd qtr. 1959) 


HOME ELECTRONICS 
dio & Television 


Olympi IC Ra 
V-M Corp 





OTHER 


67,490 67,767 

















*New index being used. Federal Reserve Bullet in, Jan. 1960 (seasonally adjusted) . 
Figures are for week ending Nov. 26 960, and preceding week (revised / 
+ Figures are for quarters Years 
+ |. Sadered Reserve Bulletin figures (revised). 


A Quick Cheek of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures in bold-face type. 


1960 1959 % scent barlantatinmeaceeasaan 
(Units) (Units) Change sss %, git e 


56,500 55,100 + 2.54 


420,500 373,900 +12.46 
106,130 | 115,151] — 7.83 “ones” 
538,380 609,043 —11.60 
59,378 59,409 — 05 
287,424 301,383 — 4.63 
72,800 84,200 —13.54 
555,200 560,600 — .% 
91,700 101,700 — 9.83 
875,700 987,700 —11.34 
531,288 480,184 +10.64 
3,048,546 | 2,521,788 +20.89 
380,499 390,543 — 257 
2,822,223 | 2,426,598 +16.30 
243,950 265,728 — 8.20 
9,487,246 | 8,868,412 + 6.98 
1,102,092 928,457 +18.70 
6,348,421 | 5,285,878 +20.10 
118,019 147,183 —19.81 
5,215,029 | 5,634,110 — 144 
620,810 684,773 — 9.35 
4,100,541 | 3,811,754 + 7.58 
284,900 355,700 —19.90 
2,655,500 | 2,906,900 — 8.65 
80,400 83,300 — 3.48 
638,700 707,300 — 9.10 
62,400 73,900 —15.56 Assistant, BRUCE TEPASKE 
512,500 544 600 — 5.89 500 Fifth Avenue, N.Y. 36, N.Y. OX. 5-5959 
139,000 | 159,800 —13.02. | ATLANTA __ RAYMOND K. BURNET 
1,261,400 | 1,404,500 | —10.19 | 375 Peachtree St, N.E. Atlanta 9, Ga 
34,700 —11.24 , 
290,100 + 28 | EDWARD J. BRENNAN 
330,899 —12.34 | 520 N. Michigan Avenue, Chicag 
2,836,882 — 207 | MO. 4.5600 
301,201 _ 7.27 | DALI JOHN GRANT 


2,193,072 | —12.76 Se Fe 
Atl «== «| Grose b hetted Oe. Me HOLLAND 
689,137 —19.28 | JA. 6-128 
WASHER-DRYER COMBINATIONS Sept. 17,824 25 461 —30.00 | ANGELES RUSSELL H. ANTLES 
et 9 Mos. 118,895 140,554 —15.41 25 West Sixth, Los Angels 2 
WATER HEATERS, Electric (Storage) Sept. *67,500 75,500 ROD. | ~ one Palen beat 
9 Mos. 68) oat -1en | ei Eee Yt CAnooY 
WATER HEATERS, Gos (Storage) Oct. 192,900 274,200 —29.65 | DO. 2-4600 
10 Mos. | 2,308,300 | 2,561,600 — 9.89 ORTLAND SCOTT YT HURARS 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA CA 
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This index is published as a service. Every care 
is taken to make it accurate, but ELECTRICAL 
MERCHANDISING WEEK assumes no responsi- 


bility for errors or omissions. 


FOR THE MOST ADVANCED FEATURES IN 
APPLIANCES, TV, RADIO AND STEREO 








SE vivsnsiainnnndinieeiioseesiteesnctetionil Sept. 
9 Mos. 
DRYERS, Clothes, Electric... Sept. 
9 Mos. 
i er Sept. 
9 Mos. 
FOOD WASTE DISPOSERS...... 7 Sept. 
9 Mos. 
FREEZERS becsaecdoaciescic Sept. 
9 Mos. 
PHONOGRAPH SHIPMENTS... Sept. 
9 Mos. 
PHONOGRAPH RETAIL SALES Sept. 
9 Mos. 
Week Nov. 18 
46 Weeks 
RADIO RETAIL SALES ee Sept. 
9 Mos. 
Week Nov. 18 
46 Weeks 
TELEVISION RETAIL SALES Sept. 
9 Mos. 
REFRIGERATORS eT eee Sept. 
9 Mos. 
Standard........ Sept. 
9 Mos. 
Built-in Sept. 

. 9 Mos. 
RANGES, Gos, Standard... Oct. 
10 Mos. 
Built-in... Oct. 
10 Mos. 
VACUUM CLEANERS Oct. 
10 Mos. 
WASHERS, Automatic & Semi-Auto Sept. 
9 Mos. 
Wringer & Spinner Sept. 
9 Mos. 
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290,900 
290,059 
2,178,045 
279,304 
1,913,304 
73,407 
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‘Preliminary 








TAKING STOCK A quick look at the way in which 


the stocks of 54 key firms within the industry behaved 
during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 











moving each 
appliance 































































48 | rr. Y may ~ “papal 
allow handlers to 
~—i6 Months Weekly ease heavy loads on- 
| Sirf off truck. 
ae, | 
44 Averages of the 54 Stocks | 





Listed Below 









30-second strap 
ratchet fastener. 

Hand ratchet lever 
quickly draws heavy 
14 ft. web Strap 
(encircling load) vise 



















Mode! No. 7 
Height 59” 
Weight 36 Ibs. 


APPLIANCE DOLLIES 
save time ...save back-breaking work 
moving ranges 
refrigerators, washers, 
















step glide 
Endless twin rubber 
belts let you roll 
load over stair edges 
without marring. 










































































































































| Made of tough, featherlight alumi- 


24 sR MAY JUNE JULY AUG SEPTSEPTSEPTSEPT OCT OCT OCT OCT OCT NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN num alloy . .. heavily padded with 





























oF £9 Ge a Ra aT ASO ER Oe ee felt in front to protect the most 
delicate finishes. *Curved crossmem- hot water tanks, etc., 
STOCKS AND DIVIDENDS 19 CLOSE | CLOSE NET | bers cradle curved appliances as 
IN DOLLARS HIGH - LOW | NOV. 21 | NOV. 28] CHANGE | well as square shapes. *Close mount- - nlact” 
ed wheels pivot on-a-dime on stair & COVER AND PADS 
NEW YORK EXCHANGE 2 2 | landings and other close quarters. YEATS semi-fitted covers are mode of 
Admiral 23% 10 | +8 19%, + This, plus all the other time saving tough water repellent fabric with adjust- 
American Motors i 29'/2 18!/2 193% 18l/, — I, YEATS features, save up to a dol- shi: web sees, wed a ee 
Arvin Ind. | 27'/2 16%, 18% 33% = %s lar’s labor handling each appliance Write. : 0 
~ pt Mayes 2 ¢ ae = Vg + Ry, San apg — pay — dolly ina 
arrier |. iy Ve — month’s deliveries. Before you 

CBS 1.40B 45\/, 35%, 37'/4 38%, — 2% “manhandle” another appliance, see 
Chrysler | 71%, 40 | 41%, 36%, — 1% your YEATS dealer or write direct! 
Decca Records 1.20 35% 17% | 38 49 + 2, 
Emerson Electric | 50 33 | 46%, | 12 _ 
Emerson Radio .50F 22'/ 1p 12 18!/> + 1% APPLIANCE DOLLY 
Fedders | 20% 155% 16%, 41% + 3, SALES COMPANY 
General Dy. 1.75E 583, 33! | 385 76%, — (Yi, # aL GE range cover refrigerator cover 
General Elec. 2 997% 70\/, ; 78 41\/, Sa "> 2127 N 12th STREE MILWAU 
General Motors 2 55/5 41 42 26!/> + Ih 
General Tel & El .76* 34!/, 24%, | 26% | 16!/, a & 
Hoffman Elec. 45P 30!/, 15 1/4 | 7%, mae 
Hupp Corp. .37T | 13%, 6%, 7% | 421 + % —_ 
Magnavox | i 31% | 422 | 37!/, anal 
Maytag 2AXD 44\/, 31 38, | 33 = 
McGraw-Edison 1.40 453%, 28 35%, | 67, —Ih% 
Minn. M&M .60 88 60 693% 28'/p ans 
Montgomery Ward 2 55% 25! 28% | 12% ine 
Monarch = 197/, 11%, 133% | 12 + 
Motor Wheel | 234 I WY | 74 + 2! 
Motorola | 98 60!/, 71% | 28!/g + (fs iisi= NEW 
Murray Corp. 29'/g 24% | 27% 17% — & 
Philco 4S 381/, 17%, | isl, | 56%, + 2!/. ® 
RCA 1B 783, 46. | 54%, | 341 Pipes 
Raytheon 2.37T 53% 301%, 33, | 13% — 15% 
Rheem .60 28%, 12 15 it Aras 
Ronson .60 13% 9% 1% | joi 
Roper GD 21', 14l/, 191/, 9% » % 
Schick 16% 7% | a, | ts 1s 
Siegler Corp. .40B 43 mi gs | Set +S i “ 
Smith A. O. 1.60A 53% 30!/4 32% | 30% — 
Sunbeam 1.40A 64!/, 48, | 52%, | Sle — 
Welbilt .10G 7 4¥, | 4% | 4% =m 
Westinghouse 1.20 65 45 49/4 | 49% + *% 
Whirlpool 1.40 34% 22 25% 264% + % 
Zenith 1.60 12934 89, | 1014, | 105% + 4/, CALR 0 D J N IT a 
AMERICAN EXCHANGE 
Casco Pd. .35E 10 6%, | 10'%, 10%, — 
Century Elec. '/2 9% 6l/ 6!/, | bl/, — 
Herold Rad. 7i/ 1 Ve 1% | + 
lronrite .25T 10'\/, 6, | 73% | 6% | — % 
Lynch Corp. (Symphonic) 15 8\/. | 9 9 — 
Muntz TV b!/, 3/2 | 3% | ii + % 
National Presto 12% 10% | 134 a ie 
Nat. Un. Elec. (Eureka) 3%, 13% | 2 SS Ve 
Proctor-Silex 9%, 5. | 55, 5, | + VW, 
Republic Trans. 6i/, 3% | 4%, | 5 + % 
Telectro Ind. | 21% iV, | 14 14 | — 

| | | 
MIDWEST EXCHANGE | | | 
Knapp-Monerch ; o— — 5%, | 5%, — Ve 
Trav-ler Radio ;,— _ 6%, | 6%, | —_ 
Webcor ;— ee: 10! | 10!/ | “a 








A—Also extra or extras. B—Annual rate plus stock dividend. D—Declared or paid in 1959, plus stock divi- 
dend. E—Paid last year. F—Payable in stock during 1959, estimated cash value on ex-dividend or ex-dis- 
tribution date. G—Declared or paid so far this year. T—Payable in stock during 1960, estimated cash 
value on ex-dividend or ex-distribution date. *Minn M&M, Motorola, Gen Tel & El announced stock splits 
during first six months 1960. 


ANALYSIS: A thorough mixture 


at the January Market 
SPACE 1120 





ported by the Federal Reserve 


of gains and losses featured market 
activity last week. This was reflect- 
ed, not only in the overall Wall 
Street picture, but in the EM Week 
average as well, as it maintained 
last week’s mark of 26144. News was 
gloomy for the most part. Depart- 
ment store sales are below last 
year’s totals for the week as re- 


DECEMBER 5, 1960 


Board. The Labor Department said 
living costs in October hit a record 
high. It is being felt that the recent 
firmness shown by the market is a 
strong indicator that the mild re- 
cession is on the wane. The EM 
Week chart, however, continues to 
fractional gains and 
few making definite gains. 


show 
with a 


losses 


Merchandise Mart 
Chicago 


Hotpoint 


A Division of General Electric Company 
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Chicago 44, Illinois 

















Most honored magazine serving the appliance-radio-tv-housewares 
industries ... that’s EM WEEK. Top drawer editorial awards aren’t easy to come 
by. But with its large staff of knowing pro editors—all specialists in their fields— 
EM WEEK year in-year out gets its share and then some. For instance: Industrial 
Marketing has just honored EM WEEK with two awards. Couple these with the 
Jesse H. Neal Award (Pulitzer Prize in business publishing) and you’ve got the 
most-awarded publication in its field...that’s proof of editorial leadership...that’s 
why, every Monday the Pros read 
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sisters sin 
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INDUSTRIAL MARKETING AWARDS 





JESSE H. NEAL AWARD 





ELECTRICAL MERCHANDISING WEEK 





te. 


